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I 1 THE aff 1N»TY MANAGEMENT GROUP, INC. 


The Affinity Management Group, Inc. (Affinity), an affiliate of Entertainment Marketing, Inc., is 
dedicated to the management and execution of complex field marketing programs. With 
special legal and financial support, Affinity is positioned to serve its sister corporation, 
Entertainment Marketing, Inc., and Philip Morris USA on a variety of exciting projects, 

including the 1998 Marlboro Bar Program. *-'■» sir 
<iu : t it- U (jiarv Employee b.u-.ts- 
'rtiits c fiat'nn*- •-* -—-‘c hftnefitif a? 
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III. COMPANY POLICIES 


Temporary Employee 


nife i-’alV t.-* ■ 


.ft 

a-e the d? 


The following information regarding your Temporary Employee status is provided for your 
convenience. Please refer to the Temporary Employee Agreement for a complete 
' ^explanation of your rights, bbligaticnS^hd limited'benefifs' as stated in section 3.10 of the 
"Affinity Employee Handbook. 


The relationship that exists between Affinity and all Promotion Managers is that of a 
Temporary Employee. All personnel that fail into the Temporary Employee category are 
required to sign a Temporary Employee Agreement verifying that they are aware of this 
relationship. It is imperative that every person under contract with Affinity is over the age of 
21 and signs the Temporary Employee Agreement prior to the start of the program. 

The Temporary Employee Agreement will allow for Affinity to pay each Temporary Employee 
a project fee. Through this relationship, all appropriate federal, state and local deductions will 
be made. The agreement will also allow for Affinity to reimburse each Promotion Manager for 
specific expenses that are incurred in the performance of the Temporary Employee's 
services. The specific expenses to be covered will be detailed later in this Operations 
Manual. 


Termination/Resignation 


If you, as a Temporary Employee, decide to leave of your own volition or are terminated (as 
specified in the Temporary Employee Agreement/Affinity Manual), the following procedures 
will be followed: 

1) All materials relative to the program must immediately be surrendered to Affinity. These 
materials include, but are not limited to: Operations Manual, incentive items, pagers, 
vehicles/keys, uniforms, bar contact information, and any other material deemed 
appropriate by Affinity. 

2) In the case of termination or resignation, all expenses and fees outstanding will be held 
for 30 days to offset any outstanding expenses that may surface. 
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| Compensation Fee 


Affinity will pay your contracted fee for services based on the payment schedule detailed in 
the Letter of Agreement. Please note that the pay periods incurred are^he-determination of 
Affinity and do not affect the total compensation of the project. ■: uismissa- ^ 

nsuoor---.nation failure a^v ou? a reason® 

The compensation fee payment ^will be directed to your 'local address (unless other 
arrangements are made) via regular mail: Please note that the last payment will be sent 
upon prompt and successful completion of program wrap-up. -” ,r ‘ inai 

Please remember that your fee is confidential. Do not discuss it with anyone other than your 
manager, as doing so may constitute grounds for dismissal. 

Due to the project nature of this promotion and the specific agreement set forth between 
Affinity and each Promotion Manager, the policy detailed below will be strictly upheld in the 
event of resignation or termination. 

Upon effective date of resignation or termination, each Promotion Manager will be 
considered paid in full through the last paycheck received, plus any outstanding days paid on 
a pro-rata basis. 

As stated previously in this manual, the remaining fee amount due (if any) and any 
outstanding expenses will be held for 30 days to offset any expenses that may surface. 
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[Standard of Conduct 


As a representative of the 1998 Marlboro Bar Program, you are expected to maintain a 
professional standard of conduct at all times. Anyone who violates reasonable standards of 
conduct on the job will be subject to disciplinary action and possible dismissal. Such 
violations include, but are not limited to: insubordination, failure to carry out a reasonable 
request for your manager or other management representative, failure to meet paperwork 
deadlines, failure to attend meetings or program events, theft, damage or misuse of company 
property, intoxication, use of illegal drugs, falsification of records, and unauthorized 
disclosure of confidential company information. 

Although the work we do is enjoyable, please remember that you are working. For your 
safety and to prevent conflicts with event producers and bar owners, consumption of 
alcoholic beverages while on duty Is strictly prohibited. 


[Equal Opportunity Policy 


Affinity/EMI firmly supports the national policy of equal employment opportunity. We recruit 
and contract with qualified people regardless of their race, disability, creed, religion, national 
origin or sex. 
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® Hll- PROGRAM structure 

c 

The following Organizational Chart and Region Map outline the managlment structure of the 
1998 Marlboro Bar Program. ? 
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Position Descriptions 


CORPORATE 

National Program Director 

• Direct all day to day operational elements of the 1998 Marlboro Bar Program. 

• Develop/Maintain a line of communication to support Region Managers, GMMs, additional 
field staff and all internal staff on daily basis. 

• Manage all budget elements throughout course of program. 

• Oversee the successful completion of all client goals and objectives as they relate to each 
aspect of the program. 

Vice President/Director of Entertainment 

• Direct all operational elements of the Marlboro Music Program as it relates to the overall 
Marlboro Bar Program. 

• Deveiop/Maintain a line of communication to support National Music Managers and Music 
Coordinators on a daily basis. 

• Oversee the successful completion of all program goals and objectives as they relate to 
the quality/quantity of music shows and clubs in each market. 

Inventory/Assets Coordinator 

• Manage the program inventory and assets on a daily basis. 

• Direct market by market inventory allocations and orders for all promotional incentive 
items, uniforms, club essentials, club accessories, vehicles and any other materials 
pertaining to the program. 

• Track current status/locations of all program materials including bar materials, incentive 
items, trucks, GMM vans, laptop computers, manuals and any other assets pertaining to 
the program 

• Work with Region Managers to collect club inventory requests from Affinity field personnel 
on a weekly basis through an established reporting system. 

• Provide constant inventory quantity updates for all program materials. 

• Participate in weekly inventory meetings with Philip Morris USA, PM Express and Affinity. 

• Assist in the facilitation of ail aspects of inventory management, ordering, tracking and 
communication in conjunction with PM Express. 

• Facilitate Co-op match ordering and delivery. 
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Media/Marketing Coordinator 

' V-'- ' 

• ; Manage ali media elements of the program as it relates to alternative ROP. 

•' work with Region Managers and GMMs to collect club information from Affinity field 
personnel through established reporting system. 

1 ' • "* Proof all club information that arrives from field personnel. 

• Input/prepare weekly data from across the country for media inclusion. 

• Direct all club information to Leo Burnett in coordination with Philip Morris USA for 
inclusion in direct mail and alternative ROP publications. 

• Coordinate ali wall graphic orders from each market and prepare a detailed report with 
pertinent information. 

• Work with Leo Burnett in coordination with Philip Morris USA to verify club information 
(addresses, contacts, wall surfaces, etc.) and act as liaison to field staff. 

Logistics Coordinator 

Work with National Program Director to direct all program status reports and TopLines to 
Philip Morris USA. 

Collect data/results of promotional execution from Affinity field personnel through 
established reporting system forTopLine purposes. 

Support Inventory Coordinator on program inventory issues. 

Assist Media/Marketing Coordinator on media element of the program. 

Track all drug testing and background checks in association with employment screening 
service (managers and merchandisers). 

Manage system for collecting club insurance certificates and insurance renewals as 
policies expire. 

Manage system of accumulating club contracts and returning executed copies into field. 
Collect club logos from all music, event and trend clubs for co-op match production, 

Administrative Coordinator 

• Work with National Music Manager to facilitate music shows in the Secondary markets. 

• Assist National Program Director on various projects. 

• Proof and monitor the club database on a consistent basis. 

• Manage Music Program inventory issues. 

• Support Media/Marketing Coordinator with the media element of the program 



77)e Affinity Management Group, IncJChicago 


Source: https://www.industrydocuments.ucsf.edu/docs/ghpx0003 


2071467549 



10 


Financial Coordinator 

» Work with National Program Director to manage all financial aspects of all Philip Morris 
USA programs. 

• Audit all field expenses for Philip Morris USA programs on a weekly basis. 

<► Update weekly expense tracking report for each budget section (GMM, Promotion, Music, 
Spring Resort, Magic, Value Added and Sell-In). 

• Prepare invoices to rebill operating expenses to Philip Morris USA (includes timeslips 
program and updating various tracking reports). 

« Prepare invoices to rebill merchandiser labor to Philip Morris USA. 

« Cut talent agency checks on AP system for Affinity. 

*» Daily tracking of storage facility invoices from vendors. 

«> Prepare invoices to rebill all storage costs to Philip Morris USA. 

« Submit weekly Program Invoicing Schedules to National Program Director. 

» Create staffing contracts and fee schedules for bar program personnel under direction 
of National Program Director. 

• Work with National Program Director to manage the Value Added Program with regards 
to club allocations, approvals and market budgets. 


National Music Manager 

• Work with Director of Entertainment to manage all aspects of the 1998 Marlboro Music Program. 

• Work with GMMs in each music market to learn about local music scene - bands, top venues, 
key industry personnel, etc. 

• Screen music/bands submissions to determine which local bands will be approved for program 
inclusion. 

• Schedule/approve music events at top venues. 

• Create on-site management schedule for each local showcase. 

• Research and contract with local venues/promoters to secure talent for all shows. 

• Execute media to support standard music shows. 

• Work with local talent buyers and promoters to ensure quality band participation at all levels. 

• Deliver all program goals and objectives within established budget parameters. 

• Maintain detailed Music Program TopLine for Philip Morris USA. 
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Music Coordinator 


• Work with Director of Entertainment and National Music Manager to execute all aspects of the 
.1998 Marlboro Music Program. 

• 'Work with GMMs in each music market to learn about local music scene - bands, top venues, 
key industry personnel, etc.. 

• Support National Music Manager on music program scheduling and execution. 


• , l( Work with Nati.onal ^usic Manager and club talent buyer to research/contract talent for all 

local shows. 

1 1 1^r-v 1 ■i.'ir.tn?- -t' •• i ■ 

_Help research/conduct screenings to determine potential local bands for program 
^’{approval. , . . 

• Work with local talent buyers and promoters to ensure quality band participation at all levels. 

• Report music program progress to National Music Manager and Director of Entertainment 
on consistent scheduled basis. 


Entertainment Manager 

• Solicit talent to participate in the Magic element of the program. 

• Manage the talent requests and talent allocations for 22 primary markets. 

• Work with GMMs to schedule 3-5 performances per execution night. 

• Provide reports on Magic Program status. 

• Research club industry purchasing habits and cost. 

• Work with club service providers in an effect to create a resource for program 
participants. 
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FIELD 

Region Manager 

■u;- ” ' ~r~ ■■ tr 

• Work with National Program Director to guide a seven or eight-market region. 

• Oversee the GMMs management efforts in all aspects in each of seven markets. 

- Visibility installation/compliance checks. 

■ -* Approve all promotional/event activity in each market. 

• Manage/approve all financial element of the program according to outlined budget. 

- Expenses pertaining to GMMs and Promotion Managers. 

- Labor expenses/rates in all markets. 

• Analyze weekly data from each market for effective inventory and payroll management. 

• Complete weekly region report to be submitted to Affinity. 

• Check nightly voice mail reports from promotional managers during promotional windows. 

• Maintain presence in markets through timely travel within established budget parameters 
(visibility and promotion checks). 

• Support the relationship building process with each GMM and club owner/decision maker. 

• Analyze/manage general program activities in each market to maintain proper program 
direction. 

« Achieve all program goals and objectives within the region. 
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General Market Manager 

Develop and maintain relationships witt),every contracted club in the market. 

Maintain bi-weekly (minimum) account rotation to ensure fulfillment of all aspects of the 
Affinity/club contracts. 

Deliver/ptace soft goods in clubs on a timely basis to maintain consistent Marlboro 
visibility within each club (napkins, ashtrays, matches, organizers). 

Deliver/install permanent signage (neons). 

Deliver/install back bar merchandiser (where appropriate). 

Execute visibility - compliance checks, repairing/replacing permanent signage as 
necessary. 

Direct Promotion Manager to ensure proper creative and operational execution of all club 
promotions. 

Create and negotiate talent agency relationship. 

Assist Promotion Managers in the effort to: 

- foster relationships with event club management 

- hire, train, replace merchandisers on promotional crews 

- manage incentive item inventory 

• Update club database constantly and completely with regards to any and all changes 
(new clubs, managers, club names, etc.). 

• Assist Affinity in hiring Promotion Manager and Assistant GMM (if applicable). 

• Direct the daily duties of the Assistant GMM. 

• Receive all soft good and permanent signage and product shipments at storage facility. 

• Effectively manage the inventory of soft goods and permanent signage and product 
relative to the needs of the aggregate market. 

• Submit all reports to Affinity in a proper and timely fashion. 

• Establish and maintain working relationship with storage facility managers. 

• Maintain complete financial accountability in the market including: 

- expenses from Assistant GMM and Promotion Managers 

- labor expenses/agency rates in the market 

• Achieve all program goals and objectives within the market. 

• Manage all aspects of the Value Added Program within the market 
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Promotion Manager 

• Research local talent .agen^ f^^romotip^.pipgrai^ and j( work with GMM to negotiate 
rate, interview andjrain merchandisers (if not yet completed by GMM), 

« Hire, train, schedule and replace merchandiser^ i( _. 

• Supervise staff during all program hours, 

• Effectively manage promotional inventory/storage warehouse. 

» Place promotional POS in event clubs prior to executing promotions according to the 
three phase merchandising plan. 

« Assist GMM in checking visibility compliance in event clubs. 

« Communicate with GMM and Affinity through daily and weekly reports, phone contact and 
voice mail. 

• Manage all promotions/events according to budget. 

• Manage expenses of promotion execution. 

• Account for mechanical readiness and cleanliness of Marlboro trucks. 

• Work with GMM to foster/maintain relationships with club owners/managers. 

• Leave nightly voice mails for the GMM and the RM during promotional windows detailing 
execution results. 

• Communicate with local Philip Morris representative as directed by Affinity and Philip 
Morris USA. 

• Successfully achieve all program goals and objectives of the promotional program. 


Assistant Market Manager 

• Assist the GMM in executing all operational elements of the program in each respective 
market. These duties include but are not limited to: 

- Distributing soft goods, visibility items and product to clubs. 

- Controlling/managing storage facilities. 

- Placing POS within contracted clubs. 

- Placing promotional POS in event clubs and assist in event execution. 

- Assisting in any and all activities directed by the GMM and RM. 
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Merchandiser 

• Memorize the merchandiser script. 

« Fully understand the Party at The Marlboro Ranch concept and the “mail in" portion of the 
sweepstakes (HOWEVER, THE RULES SHOULD NEVER BE INTERPRETED). 

• Maintain a neat, clean and professional appearance at all times. 

• Approach consumers with an energetic and positive attitude. 

• Qualify consumers: 

--"Are you a smoker?" 

-Verify they are 21 years of age or older. 1 

-"What year were you born?" ~ --icr-a-ea * 

-"How old are you?" ' •’ ' 

-You must check photographic identification bearing a date of birth. After a 
qualified smoker has completed a survey card/bar sweepstakes entry form, 
merchandisers must check photographic identification to verify that the 
name and date of birth written on the survey card/entry form match the 
photographic identification. 

*When executing promotion in "18 and over" bars, be particularly diligent 
in confirming an individual’s age status. It is essential that the promotion 
be restricted to adult smokers, 21 years of age or older only. 

• Distribute incentive items to smokers, 21 years of age or older. 

• Assist patrons in filling out survey cards completely and legibly, paying special attention to 
the date of birth and the signature. 

• Operate the Consumer Interactive Promotion. 

• Operate the promotional vehicles in a safe and legal manner. 
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IV. 1998 MARLBORO BAR PROGRAM 


pMarlboro Bar Program Goals/Objectives 


GOALS 

The 1998 Marlboro Bar Program seeks to establish long-term relationships with 
approximately 2500 of the best adult (21+) bars and clubs in the designated 43 Marlboro 
markets. Through the creation of a flexible, modular program, the Marlboro brand will partner 
with clubs established as leaders in the formats of Music, Event, Trend or RNB. 


OBJECTIVES 

These established relationships will ultimately enhance the Marlboro leadership position and 
build brand equity through: 

• On-going brand visibility 

• Promotional pulses and events 

With on-going access to young adult smokers (21+) in a smoker friendly environment, the 
Mariboro brand will: 

• Achieve visibility through soft goods and permanent POS 

• Create experiences through on-site promotional events 

• Provide opportunities for potential and future placement of Back Bar Merchandisers 
(where appropriate) 
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Market/Club Categories - Event/Trend/Music/RNB 
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EVENT 

TREND 

MUSIC 

RELEVANT NEIGHBORHOOD BARS 
fiRNBV 


Market 

Type 

Projection 

Projection 

Projection 

Projection 

Total Clubs 

Atlanta 

Hub 

25 

8 

8 

25 

66 

Austin 

hub 

13 

12 

10 

20 

55 

Baltimore 

Hub 

20 

15 

10 

20 

65 

Boston 

Hub 

18 

12 

8 

20 

68 

Buffalo 

Hub 

11 

6 

5 

24 

46 

-Syracuse 

Spoke 

8 

5 

3 1 

20 

36 

Charlotte 

Hub 

10 

14 

6 

17 

47 

Chicago 

Hub 

25 

36 

15 

35 

111 

Cleveland 

Hub 

14 

10 

5 

20 - 

49 

Columbus 

Hub 

15 

15 

6 

20 

56 

Dallas 

Hub 

25 

13 

8 

25 

71 

Denver 

Hub 

17 

12 

7 

20 

56 

Detroit 

Hub 

22 

io 

9 

25 

66 

Houston 

Hub 

22 

13 

5 

25 

65 

Indianapolis 

Hub 

15 

14 

5 

20 

54 

Jacksonville 

Hub 

18 

8 

8 

20 

54 

-Savannah 

Spoke 

8 

5 

3 

20 

36 ] 

Kansas City 

Hub 

15 

14 

5 

24 

58 

Los Anqeles 

Hub 

22 

32 

16 

34 

104 

Memphis 

Hub 

12 

9 

9 

24 

54 

Miami 

Hub 

25 

14 

9 

20 

68 

Milwaukee 

Hub 

19 

8 

4 

20 

■ 51 

Minneapolis 

Hub 

33 

2 

3 

20 

58 

Nashville 

Hub 

15 

10 

10 

20 : 

55 

New Orleans 

Hub 

24 

5 

7 

20 

56 

New York 

Hub 

24 

42 

17 

34 

117 

Philadelphia 

Hub 

12 

16 

8 

26 

;. ei 

-Harrisburg 

Spoke 

8 

5 

3 

20 

:i 36 

Phoenix 

Hub 

16 

17 

7 

20 

60 

-Tucson 

Spoke 

11 

7 

3 

20 

- 41 

Pittsburgh 

Hub 

IS 

11 

5 

_ 20 

; 51 

Portland 

Hub 

IS 

14 

9 

24 

62 

Raleigh Durham 

Hub 

10 

7 

4 

20 

41 

Rtchmond/Norfo Ik 

Hub 

23 

13 

6 

40 

82 

San Antonio 

Hub 

13 

9 

6 

24 

51 

San Diego 

Hub 

15 

10 

5 

20 

50 

San Francisco 

Hub 

15 

16 

8 

20 

59 

Seattle 

Hub 

18 

13 

10 

24 

65 

-Spokane 

Spoke 

8 

6 

3 

20 

36 

St Louis 

Hub 

14 

9 

5 

20 

48 

Tampa 

Hub 

13 

9 

5 

20 

47 

-Orlando 

Spoke 

13 

9 

4 

20 

46 

Washington DC 

Hub 

14 

12 

6 

20 

52 

TOTAL 

37 Hub/6 Spoke 

708 

526 

297 

969 

2500 


The Affinity Management Group, IncVChicago 


Source: https://www.industrydocuments.ucsf.edu/docs/ghpx0003 





18 


Program Elements - Visibility/Media/Entertainment/Service 


VISIBILITY 


In accordance with our program objectives, we will provide the clubs with various visibility 
pieces that fit within the club environment without disrupting the club's current business 
practices. Refer to the Visibility Order Form for each club to verify proper placement of 
visibility items. These items include: 

• Essentials that all clubs need during day-to-day operations. These items are included in 
the base package that we will offer all clubs, and provide value to the club by cutting 
some portion of their operating expenses. In addition, they serve to offer a subtle 
presence for our client within each club environment. We will expect clubs to use some of 
these items in accordance with our marketing partnership. 

• Accessories that most clubs use during day-to-day operations. Allocation of these 
materials is based on a ciub's specific needs. They serve to provide the clubs with 
practical items that they may or may not already use. Like the essentials, these items 
could help a club's bottom line white obtaining Marlboro presence in the venues. 

• VIP Accessories that will only be offered to some key clubs. These higher-end items are 
very similar to the regular accessories except that they should only be distributed to key 
clubs in each market due to budget constraints. 

MEDIA 

• Alternative ROP will be provided for all participating clubs in the form of Marlboro ads 
that will run in local alternative newspapers. These publications are generally the key 
"around town" magazine in each market. The Marlboro ads will include the name, 
address and phone number of all signed clubs within that market. A general media 
schedule and specific publications related to these ads will discussed in the Media 
Section of the manual. 

• A direct mail piece will be a customized card highlighting all clubs in each market that 
are participating in The 1998 Party At The Marlboro Ranch. This card will be a user- 
friendly, easy to carry piece that may be available at all Marlboro Clubs and dispersed via 
direct mail to qualified smokers, 21 years of age or older. 
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ENTERTAINMENT 

An important element of this year's program will be different entertainment components that 

we will offer different types of clubs. The entertainment categories include: 

• Marlboro Events which will be executed in mainstream event clubs in an effort to provide 
unique and exciting on-premise events to qualified smokers, 21 years of age or older. 
The events will offer qualified smokers the opportunity to participate in an interactive 
activity that will lead to the distribution of several incentive items for consumers. The 
events will be scheduled during a promotional window from May through July. 

• The Marlboro Music Program that brings live bands or special DJs to select dubs for 
their patrons. The type of band/DJ will be as diverse as the clubs themselves. Our 
partnership with those venues will allow us to help defray a club’s cost in bringing these 
live acts to their stages. Financial commitments will be finalized within the music 
department at Affinity. 

• Marlboro Magic Program that will be provided to trend clubs in the 22 Primary Markets. 
The Magic Program serves to provide a more subtle form of entertainment in a less 
promotionally oriented environment. 

• Name Generation Events that will provide qualified smokers who patronize RNBs the 
opportunity to receive incentive items in return for survey card information. These events 
will serve to increase the number of qualified surveys collected through our program. The 
Name Generation events will be a scaled down version of a normal Marlboro event with 
regards to staff, prize distribution and the activities. 

VALUE ADDED 

• Value Added Program provides some event and trend clubs in select markets resources 
to help defray costs for certain entertainment activities, advertising and on-premise 
equipment. Ail entertainment, advertising and on-premise equipment requests will require 
Affinity approval before monies will be paid. 

SERVICE 

• Program Club Maintenance may be the most important aspect of our program in 1998. 
Through bi-weekly visits and constant communication with club personnel, we will engrain 
ourselves into the "club scene" within each market and will differentiate our program from 
our competition’s. Pro-active maintenance of our marketing partnerships has clearly 
proven to be the best way to attract clubs. 
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REGION 

GENERAL MARKET 
MANAGER 

PROMO 

MANAGER 

# 

TRUCKS 

# VANS 

(cargo included) 

North East 





Baltimore/Washington DC 

Brian Abbott/Jim DeSantis 

Annamarie Staab 

3 

5 

Baltimore/Washington DC 

Brian Abbott/Jim DeSantis 

Eric Supensky 



Baltimore/Washington DC 

Brian Abbott/Jim DeSantis 

Erika Brandau 



Boston 

John Havanidis 

Kristine Maguire 

3 

2 

Buffalo/Syracuse 

Peter Sullivan 

Kimberly Poynton 

3 

, 2 

Cleveland 

Steve Dobo 

TBD 

3 

1 

New York 

Liz M avian 

La Tanya Jones 

3 

6 

New York 

Liz Mavian 

Diane Phillips 



New York 

Liz Mavian 

George Hresko 



New York 

Liz Mavian 

TBD 



Philadelphia 

Steven Moldovanyi 

TBD 

3 

2 

Pittsburgh 

Julie Wallace 

Daryl Nemeth 

3 

1 






Midwest 





Chicago 

Kim Fielding 

Tricia Garrett 

3 

5 

Chicago 

Kim Fielding 

Koran Lile 



Chicago 

Kim Fielding 

Rachael Kozlowski 



Columbus 

Jeremy Johnson 

Deborah Vrobel 

3 

1 

Detroit 

Allen Lynch 

Randall Lynch 

3 

2 

Indianapolis 

Jamie Graves 

Joe Garner 

3 

1 

Kansas City 

David McBee 

Paul Yancey 

3 

1 

Milwaukee 

Susan Hardtke 

Nikki Pappas 

3 

1 

Minneapolis/St. Paul 

Heidi Nelson 

Eric Nelson 

3 

1 

St. Louis 

Jeff Kaznica 

Sue Kaznica 

3 

1 






South 


" 



Austin 

Fred Maurer 

Cannon Palmer 

3 

2 

Dallas 

Amy Orrick 

Heidi Mansoori 

4 

2 

Houston 

Rhonda McDonald 

Jennifer Sciba 

A 

4 

Houston 

Rhonda McDonald 

Thomas Fiores 



Houston 

Rhonda McDonald 

Danny Martin 



Memphis 

Angie Todd 

Karin Thompson 

3 

1 

Nashville 

Kevin Marks 

Richard Darmohray 

3 

1 

New Orleans 

Jim Kisselburg 

Bridget Chance 

3 

1 

San Antonio 

Gina Koubek 

Stacey Elliot 

3 

1 






Southeast 





Atlanta 

Jim Welch 

Jeannine Doerfler 

4 

2 

Charlotte 

Erica Jensen 

Craig Jensen 

3 

1 

Jacksonville/Savannah 

Suzanne Kemmerer 

Dale Tullis 

3 

1 

Miami 

Lance Ramsay 

Richard Stone 

4 

2 

Raleigh/Durham 

Thomas Sprouse 


3 

1 

Richmond/Norfolk 

Lance Orndorff 

John Stover 

3 

2 

Tampa/Orlando 

Gary Linda 

Cindy Dupuis 

3 

2 
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REGION 

GENERAL MARKET 
MANAGER 

PROMO MANAGER 

# 

TRUCKS 

# VANS 

(cargo included) 

West 





Denver 

Karen Latch 

TBD 

3 

t 

Los Angeles 

Dave Schiesser 

Elizabeth Coffey 

4 

2 

F’hoenix/Tucson 

Kathi Lese 

Robbie Everage 

3 

2 

Portland 

Tom Rye 

Kerri Palmer 

3 

1 

San Diego 

David Hall 

Marcie Criscenti 

3 

1 

San Fran/San Jose 

Beth Ward 

TBD 

3 

1 

Seattfe 

Cass Stewart 

Jenny Turner 

3 

4 

Seattle 

Cass Stewart 

Chandler Wilson 



Seattle 

Cass Stewart 

Ayesha Gidwani 



Spokane 

Andrew Beier 

N/A 

0 

1 
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General Program Timeline/Promotional Pulses 


. - if 

TACTIC 

• Execute Sell-In 43 Markets 

• Official Program Launch 

• Venue Visibility/Implementation 

• Event Scheduling 

• Promotion Manager Training 

• Party At The Marlboro Ranch Promotion 

• Music Program 

• Magic/lllusion Program 


SCHEDULE 

October 16, 1997 - January 31, 1998 
January 1, 1998 

January 1, 1998 - December 31, 1998 
March 4, 1998-April 1, 1998 
April 30, 1998-May 3, 1998 
May 21, 1998-August 1, 1998 
March 1, 1998-October 31,1998 
April 1, 1998-October 31, 1998 
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i Bar Night Events 


nrr^ARTY AT THE .WARJkBQRO RANCH EVENTS 


ilTi . “ i *&. 
' S' * li, - 

tv i. 


arkel •) Sriftw«rver i* 
Timing: ;,?? r- 

rj;{jtumoi)on <e~ 

Goal: _,i.„ - 


,r 



May 21, 1998 - August 1, 1998 

Create exciting interactive events at mainstream clubs in 
each market. Execute promotion that provides opportunity 
for instant gratification to participants (trip to The Marlboro 
Ranch). 


Set-Up: 10 merchandisers (“Win Tonight" Markets) or 6 

merchandisers ("Other Event" Markets) and a Promotion 
Manager execute the event by setting up a Marlboro area 
with several interactive games, audio/visual system, 
incentive items, various POS materials and promotional 
trucks. 


MUSIC EVENTS 

Timing: 

Goal: 

Set-Up: 


MAGIC EVENTS 

Timing: 

Goal: 

Set-Up: 


March 1, 1998-October 31,1998 

Enhance brand leadership position knowing that Marlboro 
has provided consumers with high quality local or regional 
entertainment. 

An abbreviated staff of 3 merchandisers and a Manager 
execute the event by setting up a Marlboro staging where 
low-end incentives are distributed in return for surveys from 
smokers, 21 years of age or older. 


April 1, 1998 - October 31, 1998 

Provide impactful promotions to trend clubs that use subtle 
branding, create a “buzz” and work well within the trend 
club environment. 

A General Market Manager will escort a magician to 4 or 5 
clubs in a given evening. The magician will roam through 
the club performing for various groups. 
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I V. PARTY AT THE MARLBORO RANCH PROMOTIONAL EXECUTION 


•a i The Promotion Managers, .will execute the promotional aspect of the 1998 Marlboro Bar 
( ^Program in each market.!?! However, ? the GMM in each market will be responsible for 
r ^establishing a relationship with a modeling/talent agency, scheduling the Mariboro events 
-■H and assisting in staffing theipromotion team with quality merchandisers. Once the Promotion 
Managers are trained by Affinity and the merchandisers are trained locally, the Promotion 
<nsv Managers will schedule the merchandisers while complying with established budget 
parameters. These parameters are as follows: 

Y":iV . 4.R* 

“Win Tonight" Markets 

10 merchandisers per night (average) 

8 hours per day (average) 

4 nights per week (fourth night of name generation will be scheduled) 

“Other Event" Markets 

6 merchandisers per night (average) 

8 hours per day (average) 

4 nights per week (fourth night of name generation will be scheduled) 


Event Goals/Objectives 


Through this program, based locally in 37 markets, each GMM and Promotion Manager is 
responsible for executing the Mariboro Bar Program Events and achieving its goals and 
objectives. 

The overall Goals and Objectives of the Marlboro Bar Program Events include: 

• Increase Mariboro brand visibility to smokers, 21 years of age or older, through interactive 
promotional activities and Marlboro branded incentive items while creating an exciting and 
positive experience on a local level. 

• Generate a direct marketing list of qualified smokers, 21 years of age or older, for the 
future use of Philip Morris USA. 

• Utilize the best contemporary young adult bars/clubs as a platform to support the 
Marlboro brand within this smoker-friendly environment and help secure a exclusive 
Marlboro brand presence in these venues. 
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f/larkets/Events 


Markets are categorized as either “Win Tonight” or “Other Event” depending on the type 
of promotional execution. In the “Win Tonight” markets, teams will give away trips to the 
Marlboro Ranch at the end of each night to smokers, 21 years of age or older. In the "Other 
Event” markets, teams wiil promote the national sweepstakes, which will provide qualified 
consumers the opportunity to win a trip to the Marlboro Ranch through entry forms distributed 
on premise and at retail. ■ «- • " 

“WIN-TONIGHT” MARKETS 


MARKET 

# OF TEAMS 

# OF EVENTS 

Mew York 

4 

174 

Houston 

3 

81 

Baltimore/Washington 

3 

81 

Chicago 

3 

81 

Seattle 

3 

81 

Portland 

1 

33 

Philadelphia 

1 

33 

Buffalo 

1 

33 

Memphis 

1 

33 

Kansas City 

1 

33 

St. Louis 

1 

33 

San Antonio 

1 

33 

TOTAL 

23 

696 


“OTHER EVENT” MARKETS 


MARKETS 

# OF TEAMS 

# OF EVENTS 

Other 24 Markets 

1 Team Per Market 

840 

TOTAL 

24 

840 
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Marlboro Ranch Sweepstakes 




The Party at The Marlboro Ranph Sweepstake?a. national promotion for smokers, 21 
years of age or older, that, proyides_winners^and §l guest the.opportunity to embark on a five 
day/four night excursion to The Marlboro Ranch. Jb e Marlboro Ranch allows winners and a 
guest to “Party All Night and Play All Day” tbroygh an array of activities such as mountain 
biking, fly fishing, river rafting, live music, billiards, dancing and barbecues. While all trip 
participants must be 21 years of age or older, only the actual winners must be smokers. 
Trips will take place at three different ranches in Arizona and Montana from July 5, 1998 
through December15* 1998,.,., . or o'av v- 

atjc t*.--.- ■* ooon riling oui n * 

Sweepstakes entry forms will be distributed through The Marlboro Bar Program event nights 
and through retail outlets across the country (convenience stores, gas stations, etc.). 
“Potential winners" will be chosen at each Marlboro Bar Program event night in the 12 “Win 
Tonight" Markets (696 potential winners) and by random drawing from all other entries 
(approximately 250 potential winners). Winners are finalized after each “potential winner” 
signs an affidavit and release. **P!ease note that in Michigan, Massachusetts and Virginia, 
“potential winners” will be selected based on contest entry forms that will be distributed 
through the Marlboro Bar Program event nights and at retail outlets. 


D. L. Blair will qualify the winners and MEIX will fulfill the trips only after each potential winner 
signs and returns the affidavit and release. 
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On-Site Game Activities - “Win Tonight” Markets 


■ »iv.C- (IWTT fJ.- tCK ~-|f fttA a Z¥W 18 <|mA. 

The on site interactive game executiq.ns,^re.,exciting and^imple activities that will provide a 
forum to promote the Maribqrp Rgach to. smokers, 21 years of age or older. Given the nature 
of the national promotion, it is imperative that Promotion Managers follow all procedures very 
carefully in order to comply with legal and program guidelines. . „ 


■ i,ji anas m 

MARLBORO MATCH BOOKGAME v CaRC r 


<en he/she w<J« ge> 
timers aet ^'^f r-y,. 


auarxe ‘ t*v ‘an d ♦urr*’ 

Consumers who are qualified as smokers, 21 years of age or older, fill out a survey card 
complete with name, address. ^irth date gpd signature. Upoq^illing out the survey, qualified 
consumers receive a Party at The Marlboro Ranch MATCHBOOK that will have one of the 
letters from the word PARTY printed on it. 


• Qualified consumers will have one chance to play the Marlboro Matchbook game. 

• How to Play : Find four other people in the bar whose matchbooks, in combination, spell 
out the word PARTY. 

• When a group has convened and spelled out the word PARTY with their matchbooks, 
they will bring them to the Marlboro area to redeem a prize. After turning in the five 
matchbooks, each member of the group will receive a package of high-end prizes. 

• 25 individual prizes will be awarded, while supplies last (5 groups of 5 people). Individual 
consumers will only have one chance to play and can only receive one prize. All prizes 
will be awarded on site, are nontransferable and can not be substituted. 


Please note that any qualified consumer that fills out a survey will automatically be entered 
into the Marlboro Ranch drawing at the end of the evening. 

MARLBORO RANCH PARTY 


Consumers who are qualified as smokers, 21 years of age or older, fill out a survey card 
complete with name, address, birth date and signature. Upon filling out the survey, qualified 
consumers receive a Party at The Marlboro Ranch PARTY CARD. 

• The object of The Marlboro Ranch Party is to get the letters P-A-R-T-and Y punched on 
the PARTY CARD by participating in a combination of activities listed below. 

• Qualified consumers can participate in as many activities as time permits. 

• When a consumer has all five letters on his/her card punched, he/she will bring the card 
to the Marlboro area to redeem either a cap or a T-shirt. 

• Several individual prizes will be awarded based on established budget parameters. 
Individual consumers can only receive one prize. All prizes will be awarded on site, are 
nontransferable and can not be substituted. 
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• The Activities include 
Pick the “P” 

Bounce for “A’s" 

Find the “R” 

Catch the “T” 

Race for the “Y's” 

Party Pool 

Party Darts 


• eru JM.* cniOuyiour 

Consumers pick-two cards from the deck. If theiconsumer makes 
a match of any two letters,“then he/she.will get the“P” punched 
on the PARTY CARD:i!-<A^ as h *■ te. r tar 

-fO'1 

Consumers bounce a quarter off the table and into a Marlboro 
cup. If the quarter lands in the cup, then he/she will get the “A” 
punched on the PARTY CARD. Consumers get three chances to 
bounce the quarter in the cup during one “turn”. 

The letter “R” will be printed on one of three ashtrays. Consumers 
observe the ashtrays as an Affinity team member moves them 
around the table while the “R 1 ’ is hidden underneath. If the 
consumer picks the ashtray with the “R” printed on it, then he/she 
will get the “R” punched on the PARTY CARD. Consumers get 
one chance to guess during each “turn”. 

Five coasters will be stacked on the edge of the table. 
Consumers will hit the side of the coasters that hangs over the 
edge so they flip into the air. If he/she catches at least one 
coaster, then he/she will get the “T” punched on the PARTY 
CARD. Consumers get three chances to catch a coaster during 
each “turn”. 

Consumers choose one of seven horses set up on a track. They 
are given a token representing their chosen horse. The track 
vibrates so the horses move towards The Marlboro Ranch 
depicted on the surface. If a consumer’s horse reaches the 
Ranch first, then he/she will have the “Y” punched on the PARTY 
CARD. Consumers will participate in one race per “turn”. 

Six pool balls will be placed in a triangle on the pool table. Five of 
the balls will have a letter on them (P-A-R-T-Y) and the sixth will 
be all black. After breaking the balls up, consumers will have 
three shots to knock in lettered balls with the black ball. Letters 
will be punched on the PARTY CARD for each lettered ball 
knocked in, If a consumer knocks in the balls in a row, then 
he/she can continue until missing or completing all letters on the 
PARTY CARD. 

Consumers will throw darts at a customized dartboard. He/she 
will have the PARTY CARD punched for each letter hit on the 
board. If the consumer gets a bullseye, then he/she will have ail 
five letters punched. Consumers will get three throws per “turn”. 
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PARTY AT THE MARLBORO RANCH DRAWING 

Qualified smokers, 21 years of age or older, who fill out sweepstakes entry forms throughout 

the event night will be entered into a drawing to win a trip to The Marlboro Ranch. At the end 

of each promotion, a ‘potential winner” will be selected from a drum full of the evening's entry 

forms. Due to the strict sweepstakes and contest guidelines in each state, Affinity staff 

members must comply with several rules pertaining to the promotion. 

•Kar - <»iy?V 

These rules are as follows: ;.„np <eas- *4 or to 

• Only smokers, 21 years of age or older, are eligible, to enter sweepstakes. 

• At least one merchandiser must be stationed outside the venue with entry forms so a 
qualified consumer who does not want to enter the club can enter the sweepstakes if 
desired. 

• Promotion Managers are responsible for posting the drawing time in a visible location in 
the club throughout the night (entrants do NOT need to be present to win). 

• Promotion Managers are responsible for posting the specific trip dates and the ranch 
location in a visible location in the club throughout the night. 

• Merchandisers will separate the sweepstakes rules from the entry form and give them to 
qualified consumers who fill out the perforated entry form. 

• Only Affinity employees (Promotion Manager or General Market Manager - NOT A 
MERCHANDISER) are allowed to conduct the actual drawing for the “potential winner.” 

• The entry form selected from the drum only indicates a “potential winner.” The person 
whose card is selected should be informed that they will receive an affidavit and release 
form within two to three business days from D.L. Blair. 

• Promotion Managers will provide each potential winner that is present for the drawing with 
a card that includes D.L. Blair’s phone number so the potential winner can contact them if 
he/she does not receive the affidavit package after the event. 
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pPromotion Night Execution - “Win Tonight” Markets" 


For each promotional night, the Promotion Manager will follow a series of procedures 
detailed below to ensure an exciting and professional promotion. 

Before meeting merchandisers at base of operations (storage facility): 

• Reconfirm arrival time with venue manager on duty by calling at least 24 hours prior to 
planned arrival. 

• Fax one page notice to club confirming promotional night several days prior to the event. 
Alter meeting merchandisers at base of operations: 

• Prepare incentive items. 

• Confirm sufficient quantities of all incentive items and promotional equipment. 

• Load promotional vehicles with appropriate incentive items. 


When arriving at a bar/club: .=■ lit ,nu iy > . v 

• Park trucks in a highly visible area (near club signs or main entrance). 

• Set up the Q3 Zoom Framing Projector units on trucks to project message onto the side 
of a building (if permissible). 

» Inform manager on duty of your arrival. 

• Enter establishment together as a team. 

• Confirm proper placement of POS items and posters, table tents and soft goods. 

• Confirm proper placement of sweepstakes rules. (RULES MUST BE DISPLAYED AT ALL 
TIMES) 

• Confirm proper placement of posted drawing time and Ranch Trip specifics. (TEAM 
MUST POST THE SPECIFIC RANCH TRIP DATES AND LOCATION ALONG WITH THE 
DRAWING TIME) 

• Hook up audio visual system in Marlboro staging area. 

• Set up promotion in strategic location: 

--Assign duties to merchandisers. 

-Seven staging area/promotion operators to manage activities and distribute prizes. 

--Two roamers to encourage smokers, 21 and older, to test skills on Consumer 

Interactive Promotion. 

-One greeter/truck watcher outside venue with entry forms. (ONE MERCHANDISER 

MUST BE PLACED OUTSIDE CLUB WITH ENTRY FORMS AT ALL TIMES) 

« Assist patrons in filling out survey cards completely and legibly, paying special attention to 
the date of birth and the signature. (SWEEPSTAKES RULES MUST BE DISTRIBUTED 
TO ALL PARTICIPATING QUALIFIED CONSUMERS) 

«> Continually keep club clean of any incentive items or other program materials found 
throughout the bar. 

<» Maintain steady surveillance of the equipment and staging area. 

» Thank manager on duty when leaving the premises. 
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Each club environment facilitates different operating procedures. Promotion Managers 

should be prepared to adapt to each location's needs, while maintaining the integrity of the 

program. 

Upon returning to base of operations; 

• Check and verify survey cards/sweepstakes entries. 

• Secure promotional vehicles. 

• Securely store all promotional items. 

• Document inventory distribution for the night. 

• Sign merchandiser time sheets, 

• Confirm next day's start time and employee schedule. 

Alter leaving the base of operations: 

• Report nightly activity summary to Region Manager/GMM through 1/800 voice mail 
system. 

• Fax the “transmittal Form” and a copy of the winning entry form to D.L. Blair. (MUST BE 
FAXED NO LATER THAT THE MORNING AFTER THE EVENT). The form must be 
completely filled out with the potential winner’s name, address and phone number, and 
the club’s name and address. This begins a process of qualifying potential winners and 
must be done immediately. 

• Confirm with Rick Isham at (402) 426-4701, immediately after faxing, that the “transmittal 
form” and the copy of the entry form were faxed through properly. 

• Overnight all entry forms wrapped in the daily survey card count sheet with preprinted 
FedEx bills to D.L. Blair. **Separate the potential winner's entry form by writing the trip 
I.D. number at the top, placing it in a regular envelope and including it in the FedEx with 
the other entry forms. Alternate winners will be selected from these entry forms if 
necessary. 

• Execute alt procedures above if “potential winner" is not present. 
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Promotion Night Execution - “Other Event” Markets 


For each promotional night, the Promotion Manager will follow a series of procedures 
detailed below to ensure an exciting and professional promotion. 

Before meeting merchandisers at base of operations (storage facility): 

• Reconfirm arrival time with venue manager on duty by calling at least 24 hours prior to 
planned arrival. 

• Fax one page notice to club confirming promotional night several days prior to the event. 
After meeting merchandisers at base of operations: 

« Prepare incentive items. 

• Confirm sufficient quantities of all incentive items and promotional equipment. 

• Load promotional vehicles with appropriate incentive items. 

When arriving at a bar/club: 

« Park trucks in a highly visible area (near club signs or main entrance). 

• Inform manager on duty of your arrival. 

• Enter establishment together as a team. 

• Confirm proper placement of POS items and posters, table tents and soft goods. 

• Confirm proper placement of national sweepstakes rules. 

• Set up promotion in strategic location: 

-Assign duties to merchandisers. 

-Seven staging area/promotion operators to manage activities and distribute prizes. 
-Two roamers to encourage smokers, 21 and older, to test skills on Consumer 
Interactive Promotion. 

-One greeter/truck watcher outside venue with entry forms. 

• Assist patrons in filling out survey cards completely and legibly, paying special attention to 
the date of birth and the signature. 

• Continually keep club dean of any incentive items or other program materials 

found throughout the bar. 

• Maintain steady surveillance of the equipment and staging area. 

• Thank manager on duty when leaving the premises. 
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Each club environment facilitates different operating procedures. Promotion Managers 
should be prepared to adapt to each location's needs, while maintaining the integrity of the 
program. 

Upon returning to base of operations: 

• Check survey cards to verify legitimacy. 

• Secure promotional vehicles. 

• Securely store all promotional items. 

• Document inventory distribution for the night. 

• Sign merchandiser time sheets. 

• Confirm next day's start time and employee schedule. 

After leaving the base of operations: 

• Report nightly activity summary to Region Manager/GMM through 1/800 voice mail 
system. 

• Mail survey cards wrapped in the daily survey card count sheet using the Business Reply 
Envelopes (BREs) 
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Program Staffing 


TALENT AGENCY RELATIONSHIP 


A key to the success of your market is selecting a modeling/talent agency to provide the 
GMM/Promotion Manager with team members for the promotion. This agency should be 
viewed as your "partner" in this promotion. 

When contacting an agency, clearly specify the requirements of the promotion. Some 
agencies will not be able to handle this type of promotion and others may choose not to, It is 
important to work with an agency that wants to work with you. 

Once you have decided that an agency has potential, schedule a general orientation session 
with approximately 25-30 potential merchandisers. Be candid with the agency about what 
will be demanded of the talent and the types of models you are looking for. The agency 
should communicate this information to the models prior to your initial interviews so there are 
no surprises. It is important for the agency to pre-select the models according to their 
availability so the majority of the models who attend the general orientation session can work 
a large portion of the promotion. The agency should also inform the models prior to this 
session that all merchandisers will be drug tested and must be at least 21 years old. 

Alter this initial orientation session, invite qualified individuals back for an in-depth interview. 
Provide the agency with merchandiser scripts to distribute to the selected models before this 
next interview. From this session, you should be able to select a pool of fifteen (15) to 
eighteen (18) merchandisers to fulfill your needs. You will always need a pool of talent to 
draw from to fill your staffing needs at any given time. 

It should be made clear to the agency and the merchandisers that 1) Affinity manages the 
promotion for Philip Morris USA, 2) any merchandisers working on the promotion are 
employees of the agency, not of Affinity or Philip Morris USA, and 3) the agency is 
responsible for any tax or unemployment deductions from the merchandisers' checks, per the 
Talent Agency Agreement. 

If you feel uncomfortable with the agency handling your business, the best course of action is 
to work with your Region Manager to recruit another agency in the market as a replacement. 

Iri order to expedite the agency process, be sure to properly screen potential agencies by 
forwarding a blank Talent Agency Agreement up front, allowing agencies to evaluate what 
the agreement entails. 

Affinity has established various relationships with a number of agencies in each market. Ask 
your Regional Manager whether there is a standing agreement with an agency in your 
market, Conversely, verify whether a particular agency has fallen out of Affinity's favor. 


The Affinity Management Group, inc./Chicago 


Source: https://www.industrydocuments.ucsf.edu/docs/ghpx0003 


2071467574 




35 


TALENT AGENCY GUIDELINES 

» Talent Agency must be a legitimate and reputable organization. For legal reason, 
Affinity must have access to, and proof of a business insurance policy, including liability 
and workers compensation. In addition, the agency must comply with all local and state 
laws with respect to licensing and bonding. 

* Always be professional in your dealings with an agency. You are bringing business to 
them...you are the client and should be treated as such. 

Agency commissions must be approved by the Region Manager (agency commissions 
should ideally be between 10-15%, but never to exceed 20%). 

A Talent Agency Agreement must be signed by an authorized representative of the 
agency. This form should be the only agreement signed and should represent full 
disclosure of any fees and commissions to be taken by the agency. 

All merchandisers work for an agency, not Affinity or Philip Morris USA. 

All persons working on the promotion as a merchandiser must be paid by an agency. 

All merchandisers must be at least 21 years of age. 

Personality, work ethic and appearance are top priorities. 

Once the talent is selected, the Market Manager should control scheduling throughout the 
entire promotion. 

An accurate merchandiser time sheet must be kept for each merchandiser and verified 
nightly by the Market Manager - Monday through Sunday. 

Ail payroll from Affinity to the agency will be based on the Weekly Payroll Request Form 
which General Market Managers will submit to the agency and to the Region Manager. 

All personnel must pass a drug test prior to working on the promotion. This testing will be 
paid for by Affinity/Philip Morris. The Market Manager should provide each merchandiser 
with a pre-printed drug testing form prior to their test. The test will then be billed to 
Affinity. 

* All personnel who will be driving a Philip Morris Vehicle must present a driving record 
(DMV report) from the past three (3) years showing zero (0) DUI's/DWI's and no more 
than three (3) moving violations (refer to Section IV for more information). 
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TRAINING PROMOTIONAL STAFF 

After the GMMs select the crew, the GMMs and Promotional Managers must schedule a 
formal training session. It is mandatory that all merchandisers attend. If possible, this 
training session should be held at the agency at no cost to the program. If not, training 
should be held at a centrally located hotel in a small meeting or conference room. 

The following materials should be provided at training: 

• Merchandiser Training Manual 

• Merchandiser script 

• Consumer screening priorities 

• Interactive Consumer Activity 

• Survey cards, T-shirts, Caps, lighters, matches and other promotional items 

• Merchandiser time sheets 

• Sample uniform 

• Hazardous materials training supplies and test 

• Materials Agreement 

• Philip Morris Training Certification Statement 

FOR LEGAL REASONS, THE PROMOTION MANAGER SHOULD HAVE THE 
FOLLOWING MATERIALS ON FILE BEFORE ANY MERCHANDISER WORKS: 


• Signed Certification of Training 

• Signed Materials Agreement 

• Completed Hazmat Test 
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The training session should last approximately two to four hours, depending on the number 
of people attending and the number of questions, etc. GMMs should notify the Region 
Manager of the exact date and time of training and should also invite the local Philip Morris 
representative to participate in the training session. 

Prior to the start of the training session, check everyone's drivers license or legal ID to verify 
they are 21 years of age and keep a photocopy on file. On a 3x5 index card, record the 
following information about the merchandisers for your records: 

Name Date of birth 

Address Uniform size 

Phone number(s) Days available 

Social security number 

The important issues to cover in the training session include: 

• Marlboro Ranch Sweepstakes national program update 

• Bar night promotion goals and objectives 

• Merchandiser script and consumer screening priorities 

• Survey cards and accuracy of information procedures 

• Consumer qualifying process 

• Operating procedures, scheduling, time sheets, etc. 

• Agency payment procedure 

• Hazardous materials* handling and transportation 

• Relationship between merchandisers, agency, Affinity and Philip Morris USA. 

*ln an effort to comply with all federal Department of Transportation hazardous materials 
transportation and handling regulations, all merchandisers must be trained on hazardous 
materials regulations and procedures before working on this promotion. Merchandisers are 
required to successfully complete a written exam administered by the General Market 
Manager or Promotion Manager. 

Training will be a paid session. Each merchandiser should enter the training session hours 
on the merchandiser time sheet provided and turn them in at the conclusion of the session. 
A separate weekly payroll request form (labeled Training) and merchandiser time sheets 
should be submitted with Week 1 paperwork for this initial training session. In the case of 
any training conducted after this initial session, hours should be added to the corresponding 
weekly payroll request form without special labeling. 

For training session purposes, as well as team hours billed, only hour or half hour increments 
can be logged on merchandiser time sheets. As a rule of thumb, you should round to the 
nearest half hour increment and up to the nearest cent. 
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UNIFORM 

The Marlboro merchandiser uniform is designed for maximum visibility and should be worn 
properly at ail times during working hours by both Promotion Managers and merchandisers. 
No one should wear a uniform in public when not on duty. 

Philip Morris USA will provide: 

• Polo style shirt 

• Marlboro baseball cap 

Merchandisers must provide: 

• White or black sneakers/running shoes (team must be consistent) 

• White crew length socks 
« Black shorts 

• Pair of blue/black jeans (to be worn at the discretion of the Promotion Manager) 

-colored, decorated, acid-washed, torn or cut-off jeans are NOT acceptable 

Merchandisers should not chew tobacco, gum, straws, toothpicks, etc. while in the clubs. 
Smoking is prohibited in the clubs. Remember that while the group is striving for maximum 
visibility, they are representing the client and must look and act professionally. 
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EVENT SCHEDULING 

All events will take place from Thursday, May 21, 1998 through Saturday, August 1, 1998. 
The GMMs have submitted these schedules to Affinity and to the client for final approval. 

**lf an event needs to be cancelled for any reason, the Promotion Manager must inform their 
Region Manager and Erin Delaney immediately. The Promotion Manager must attempt to 
reschedule the event within one week of the originally scheduled date. In addition, an 
Affinity representative must be at the originally scheduled club at the originally scheduled 
time. 
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Promotional Visibility - POS 


Each baj promotion shall include a three (3) step visibility process that will maximize the 
( promotional exposure essential to the promotion's success. 

- 1. Two,.weeks before the promotion, the Promotion Manager will hang posters that will 
detail our upcoming event night at the bar. The posters will be customized with the 
appropriate bar name, event, date, and event start times. The purpose of this exercise is 
to create an on-premise presence well before the promotional event. 


2. Early in the week of the promotion (Monday-Wednesday), the Promotion Manager will 
go back to the event clubs hosting Marlboro events that week and check that posters 
are still up announcing our upcoming event. Additional POS should be placed if 
necessary. 

3. On the night of the event, the Promotion Manager will hang several “night-of ’ posters 
inside the club put out table tents, place a pole banner near the club entrance and lay 
down the exterior rug for maximum and immediate visibility. 

“Exterior signage in Florida and Texas is not allowed (this includes rugs, pole 
banners, etc.) Exterior signage may become prohibited in other markets; 
Affinity will keep you informed of any additional restrictions. 

On any given day during this program, each Promotion Manager will be involved in phase 1, 
2 or 3 of this process. 

Visibility Compliance Confirmation 

Visibility compliance confirmation is an essential and primary responsibility of the General 
Market Manager and Promotion Manager. Each and every service call and promotional night 
should be used to evaluate the current compliance position of the club with respect to bar 
goods, signage, etc.. 
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inventory Management 


All markets will have a pre-determined storage facility. This facility will become your base of 
operation for each working day. The storage facility was chosen to securely house the 
promotional vehicles and all incentive items. Once materials and vehicles have been placed 
in storage^ please be sure that a secure lock is on each appropriate unit, that all units are 
within a gated area and that any entry code, card or key is controlled by only you. You will 
be reimbursed for any expense incurred for locks and storage charges will be billed directly 
to Affinity. 

As the Promotion Manager, you should be aware of the following: 

« 24 hour access code 
« Operating hours of the facility 
<• Operating policies of the facility 

• Billing procedures 

• Inside delivery process 

• Hazardous materials policies 

**We highly recommend that you get to know the people who work at the storage facility, as 
they can be extremely valuable in assisting you with special situations. 

Managing the inventory for the promotional aspect of the program requires the completion of 
several forms which are included in the Promotion Manager Administration Procedures 
section of this manual. With these forms, the Promotion Managers will track inventory levels 
for each item in his/her storage facility from the time they arrive in the market until the time 
the items are distributed. 

• Shipping Confirmation Sheet - Update each and every time any market supplies and 
promotional items are shipped to or from your storage facility. 

• Storage Checkout Form - Maintain a constant handle on exactly what inventory is 
removed from the storage units. 

• Weekly Activity Report - Document inventory distribution each promotional night which will 
lead to accurate week end totals. 
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Survey Card Procedures 

C''' ■ . 

The following types of entries/surveys will be used in these markets: 

“Win tonight” Markets v " r ."' 

• Bar Sweepstakes Entry - Used at event nights for name generation and entry into 
drawing at the end of the event. 

• Customized Survey Cards - Available at event nights for qualified smokers, 21 years of 
age or older, who want to participate in the Marlboro Matchbook Game or Marlboro 
Ranch Party but does not want to be included in the drawing at the end of the event. 

• National Sweepstakes Eritry - Available to smokers, 21 years of age or older, at event 
M nights but not collected. Consumers complete and mail in on their own. 

■ 6 "^^ “Other Event” Markets 

' • Customized Survey Cards - Used at event nights for qualified smokers, 21 years of age 

or older, who participate in the Marlboro Matchbook Game or Marlboro Ranch Party. 

• National Sweepstakes Entry - Available at event nights but not collected. Consumers 
complete and mail in on their own. 

Contest Markets (Boston, Detroit, Richmond/Norfoik) 

• Customized Survey Cards - Used at event nights for all qualified smokers, 21 years of 
age or older, who participate in the Marlboro Matchbook Game or Marlboro Ranch Party. 

— • Contest Entry Forms - Available at event nights but not collected. Consumers complete 

and mail in on their own. Q^ar^es. x) 

Purina the event 

1. Only smokers who are at least 21 years of age can fill out the survey card/bar 
sweepstakes entry form and participate in the promotion. After a qualified smoker has 
completed a survey card/bar sweepstakes entry form, merchandisers must check 
photographic identification bearing a date of birth to verify that the name and date of 
birth written on the survey card/entry form match the photographic identification. 

THERE ARE NO EXCEPTIONS! 

2. Make sure each survey card/entry form is filled out completely and legibly. Any 
incomplete or illegible survey should be discarded. Pay especially close attention to the 
following items on the survey card: 

• Date of birth--Some consumers will mistakenly write the current date for their date of 
birth. 

• Signature-The consumers must sign the card. 

• Abbreviations-Always spell everything out, especially the city. 

After the event 

1. Double-check the completed survey cards/bar sweepstakes entries. Surveys/bar 
sweepstakes entries with missing information should be sealed in a marked 
envelope (“missing information”). The marked envelopes with incomplete survey 
cards and entry forms should be sent with the correct forms via the BRE or Fed Ex 
respectively. However, if the surveys are blank or blatantly illegible, they should be 
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discarded. If the city is abbreviated and you know what the abbreviation stands for, cross 

out the abbreviation and spell out the city. 

Count and bundle the completed surveys/entry forms from each event. 

* : 1 ■ r 3 H & 

Complete the Event Card Count Sheet. The Promotion Manager should be sure to 

complete the Contact Name/Phone # and Supervisor Approval fields. Several items on 

the Event Card Count Sheet may be confusing and thus warrant an explanation: 

• Envelope Number: Each BRE has a unique 6-digit number on the lower left hand 
corner (see attached). This number facilitates tracking. Each BRE can hold at least 
100 survey cards. Do not enclose survey cards/entry forms from more than one event 
in each BRE. On the other hand, if necessary, you may use more than one BRE to 
send survey cards from an event. 

• Event Date(s) and Location (City, State): Be sure to write down each event date and 
location on the BRE. 

• Verify all information, especially the number of survey cards in the BRE. Make sure 
that all survey cards are complete and legible. Make all necessary adjustments. 

• Sign the form. Follow the instructions at the bottom of the form to determine who gets 
which copy. Please note that cards shipped without and Event Card Count Sheet 
will be returned to you. 
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[ Reporting Procedures 


NIGHTLY ACTIVITY SUMMARY 

. '---viv -*ija». if me o* a»v o* 

The team activity summary should be reported to your Region Manager/GMM nightly via the 
1/800 voice maii system, detailing the following: ^ ^ 

» Name 

• Team number ■ - 

» Date 

» Week number * 

• Actual location 

• Time in/out 

• Billable hours 

• Total number of survey cards collected 

• Amount of each item distributed (units) 

• Comments or problems 

When calling in team activity, please speak clearly and concisely, leaving only 
relevant information. Call from your home and not from the storage facility or a club. 

See Region Manager contact list for the appropriate phone number and extension for 
your Region Manager. 


WEEKLY FEDEX PACKAGE 


Each week the Promotion Managers will submit a FedEx package to their GMMs that will 
include forms that detail program activity, inventory changes, payroll costs and general 
expenses. The Weekly Activity Report is the most important tool in the tracking of 
information related to the achievement of overall program goals and objectives. Weekly 
activity such as dates, locations, hours, survey card results and inventory totals are tracked 
through this form. Additional procedures for the weekly FedEx are detailed later in this 
manual. 
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Special Situations 


If you or your staff encounter any problems while working on the promotion, please contact 
your Region Manager immediately, regardless of the time of day or night. 

You or any member of your staff may not consent to interviews* Representatives from other 
companies or organizations may question you. If this, situation arises, you can: 

• Tell them you are not qualified to answer their questions 

• Refer them to your Region Manager 

• Ask them for their business card and submit to Region Manager 

If a reporter asks for an interview, explain that you are not qualified to comment and refer him 
to your Region Manager. 

The issue of smoking and health can generate varying opinions. Please avoid becoming 
involved in discussions of this nature. If a negative statement attacking you or the cigarette 
industry is made, we suggest a response such as: 

• Tm afraid I am not sufficiently qualified to comment on that issue. I'll be happy to put you 
in touch with my manager. Thank you." 

• "I respect your opinion and I'm sorry you feel that way. I'll be happy to put you in touch 
with my manager. Thank you." 

« If you are asked if you are a smoker, the answer is yes or no, period. Remember, 
smoking is an adult choice. 
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pvi. PROMOTION MANAGER ADMINISTRATION PROCEDURES 


The following section contains descriptions and samples of all administrative paperwork 
required for the 1998 Marlboro Bar Program. This paperwork is specifically designed to 
support management in the administration of this promotion. AH paperwork must be 
completed and submitted on a weekly basis to your General Market Manager or your Region 
Manager via Federal Express on Mondays. If your paperwork is submitted late (3) times, a 
penalty fee of $25 will be deducted from your expense check for this and each additional 
offense. 

The following forms detail the specific administrative procedure and should be submitted with 
the necessary sheets along with the correct number of copies: 


• Promotion Reminder Fax 

• Weekly Activity Report 

• Shipping Confirmation Form 

• Storage Checkout Form 

• Weekly Payroll Request Form 

• Merchandiser Time Sheet 

• Merchandiser Schedule 

• Potential Bar Winner Transmittal Form 

• Event Card Count Sheet 

• Outbound Log Survey Tracking Form 

• Expense Report 

• FedEx Procedures 

• Talent Agency Agreement 

• Field Incident Report 

• Certificate of Training 
« Materials Agreement 


Please write clearly and legibly. 
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[ Promotion Reminder Fax 


This form is to be faxed the week prior to the event as a reminder to club management that 
the Marlboro Promotion is scheduled for the following week. 
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1998 Party At The Marlboro Ranch _ 

Promotion Reminder Fax " ' ■ 

: j£ ;- ' ■' lfX> 

tr>i r - •<«' '"tt I it* -% 
nir- snnijtri bt* 

DATE: 

TO: 

FROM: * 

PAGER NUMBER: 

RE: Scheduled Party At The Marlboro Ranch Event 



We are excited about our upcoming Marlboro bar promotion and wanted to 
remind you of some details that will help make the event extremely successful for 
both of us. If you have any questions regarding the following information, please 
give me a call at your earliest convenience. 


PROMOTION DATES:_ 

PROMOTION TIMES:_ 

INSIDE CLUB (15 X 15) AREA: 

Incentive Merchandise Distribution 
Interactive Games 

OUTSIDE CLUB - PRIME PARKING NEAR ENTRANCE 

Three (3) Marlboro 4 X 4’s 


Finally, as outlined in our agreement, we require complete promotional 
exclusivity during the above listed dates. We understand that you have other 
valuable relationships with sponsors, and want to avoid potential conflicts that 
could jeopardize future promotions. 

Please be in touch with any questions as we look forward to a successful and 
exciting promotion together. 
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Weekly Activity Report 


This form is the most important tool in the tracking of information relating to the achievement 
of overall program goals and objectives. Weekly activity such as dates, locations, hours, 
survey cards and inventory totals are tracked through this form. At the end of the week, tally 
all rows to determine the weekly totals. All inventory distribution numbers should be reported 
in units. Please take time to proof your numbers. Submit this form each week with your 
paperwork. 


l 

• Submit with weekly paperwork j 
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199 4^boro Bar Program - Weekly Activity Repc 



Market:_ 

DrAmrvfiAn ^'ananor' 

■ luiiiwruwii ivaCll ICiyw] . 


Week #: 
Venues: 
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j Shipping Confirmation Sheet 


This form should be updated continuously as market supplies and promotional items are 
shipped to your storage facility. Accuracy is important...so take your time and record 
everything correctly. Give the completed sheet to the GMM within 12 hours of the delivery 
with the bill of lading and packing list. 

• Submit with weekly paperwork 
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19 98 MARLBORO BAR PROGRAM 

Shipping Confirmation Sheet 


Market:_____ Week #: 

v 

s;.Promotion.Manager:_ 


POS Number 

n of Cases 

Units Per Case 

Total Units 

Date of Arrival 
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g Storage Checkout Form 

The storage checkout form is used to record any item being taken out of the storage unit. 
This form will hang on the wall of the storage unit and all items that are taken out prior to 
the promotion should be documented on the grid. After the promotion the promotion 
manager should count the remaining inventory and subtract that number from the 
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1998 Marlbo ^tr Program __w . 

Storage Chec.. Jt 

Market: _Week#_ Week Ending: 


VISIBILITY 

ITEMS 

Ranch 

Napkins 

Ranch 

Matches 

“Y" 

Matches 

Coasters 

Table 

Table j Table 
Tent S2 | rent #3 

Poster# 

Manager 

Signature 

Monday 










Tuesday 










Wednesday 










Thursday 










Friday 










Saturday 










Sunday 










mmmmm 











EXECUTION 

ITEMS 

"FT 

Stickers 

Wrist 

Barrels 

11 

Party 

Cartfa 

Manager 

Signature 

Monday 





Tuesday 





Wednesday 





Thursday 





Friday 





Saturday 





Sunday 











~~ INCENTIVE 
ITEMS 

Ranch 

T-Shirt* 

jggj|| 

mu 

R*hlrtg 

Gear 

Blnocptar# 

Film 

Music 

Gift Cert 

Kgjjjjgg; 

Movie 

GlftCwt 

Manager 

Signature 

Monday 


■■ 

- - 








Tuesday 











Wednesday 











Thursday 























r~ P6S/.9 puoz 








Sunday 



r 








Weekly Distributions 


i — 
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[Weekly Payroll Request Form 


This form represents a consolidation of the merchandiser time sheets. Remember to round 
-to the nearest half hour and. up to the nearest cent when completing this form. To get total 
amount due, please add all individual amounts due rather than multiplying total hours by the 
rate. Proof the figures and submit a copy to the agency for their signature with the yellow 
copies of the merchandiser time sheets. The agency should fax Affinity a signed copy for 
billing purposes. Submit this foftfo and one copy with the white copies of the merchandiser 
time sheets with your weekly paperwork. 

• Submit with a copy in weekly paperwork 
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1998 MARLBORO BAR PROGRAM 

Weekly Payroll Request Form 


Market:- __—- m,exes mi; torn' * Week#: 

Promotion Manager: i''' the - _ -f aarh 

Agency: v-eilo™. .r i. ■ » .r\,~ w-'ekh 



Agency Signature: 
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You must ensure that each merchandiser completes this for m and returns it every night for 
your approval and signature. At the end of each week, submit the pink copies to the 
merchandisers, the yellow copies to the agency (with the weekly payroll request form) and 
the white copies (with the weekly payroll request form) to-ypur Region Manager with your 
paperwork. 

• Submit with weekly paperwork 
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MARLBORO 

MERCHANDTSIMG/TIME SHEET 


wiw» Ccoy-6Mi Yellow Copy Agency Ptn* Caoy Tjiem 


Njn, 


Addnis 


Oiy. State, Za 

ss#_ 



Ait tima sheets must Da signed at the and of the day by an authorized supervisor. Tima sheets are to Da 
turned in immediately at the end of each week or you will not be paid until the following pay period. 
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Merchandiser Schedule 


This worksheet is provided to help you schedule your merchandisers and to keep notes on 
the team's daily activities. This form does not need to be submitted. 
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MERCHANDISERS 1 MERCHANDISERS 


1998 Marlboro Bar Program 

Merchandiser Schedule 
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(Potential Bar Winner Transmittal Form 


Fax the “Transmittal Form” and a copy of the winning entry form to D.L. Blair. (MUST BE 
FAXED NO LATER THAT THE MORNING AFTER THE EVENT). The form must be 
completely filled out with the potential winner’s name, address and phone number, and the 
club’s name and address. This begins a process of qualifying potential winners and must be 
done immediately. Confirm with Rick isham at (402) 426-4701, immediately after faxing, that 
the “transmittal form” and the copy of the entry form were faxed through properly. 

• Fax to Rick isham the morning after every event. 
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PARTY AT THE MARLBORO RANCH BAR SWEEPSTAKES * 
POTENTIAL BAR WINNER TRANSMITTAL FORM 

TO: 0. L BLAIR, Attention: Rick Isham, Sr vie# President 

VIA FAX: 402 533-9459 

DATE: __ 

Drawing Coda Number__ 

Potential Winner Information (Must be exact same as on attached entry form) 
Name_ 


Address 

City_ 


State Zio 

L__ 

_ 


Home Phone Number 

Beet Time To Celt 

( 

J_ 



Daytime Phone Number (if Different From Above) Best Time To Ceil 
Bar Information 

Name ___ 

Addreee_ ' _ 

City_State_Zip_ 

figmaatatt 

Please provide any information which may aid ut in contacting me winner, including 
daytime address where documents can be delivered if winner prefers. 


K#HlUTOCV«U«.ICROeOHTIWKMr 
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This form tracks and inventories your nightly collection and shipment of survey cards. The 
P.O. Box number should always match the category number. This form is produced in 
quadruplicate; the gold copy should be retained by for your records. The white copy is 
placed in the BRE or Fed Ex, accompanying the completed surveys or entry forms. The 
canary yellow copies should be sent out via regular mail to Brett Gardner/ Leo Burnett/ 35 
West Wacker / 12th Floor / Chicago, IL 60601, at the end of each week. Finally, the pink 
copies should be included in your weekly paperwork, and attached to the outbound sun/ey 
tracking form. 

The Promotion Manager should: 

1. Fill in the 6-digit BRE number. 

2. Print his/her name and business phone number under Contact Name/Ph# field. 

3. Verify all information, especially the number of survey cards in the BRE. Make sure that 
all survey cards are complete and legible. Make all necessary adjustments. 

4. Sign the form. Follow the instructions at the bottom of the form to determine who gets 
which copy. Please note that cards shipped without an Event Card Count Sheet will 
be returned to you. 

• Gold copy-Retain for Promotion Manager’s files 

• White copy-include in BRE 

• Yellow copy-mail to Leo Burnett 

• Pink-submit with weekly paperwork 



The Affinity Management Group, Inc/Chicago 
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SAMPLE 


PHILIP MORRIS 

EVENT CARD COUNT SHEET 

PLEASE FILL OUT A SEPARA TE FORM FOR RArtr rWFTOPE 
CARDS SHIPPED WITHOUT A C OUNT SHEET WTT r. nr Rim 1HNED 

CARDS 
SHIPPED TO 

P.O.BOX#: _66100 _66101 _66102 _66103 _66104 

(Check One) _66105 _66107 _66108 _66109 (SEE ENVELOPE) 

FROM: __ 

(Event Management Company) (Contact Name/Ph. #) 

Category (Check One): _ Marlboro Hispanic Events («iooi 

(Note; only ox cucfoty per Envelope) _ MarlbOtO Community Events (66100 

_ Marlboro Community Events - Military <«io 2 > 

_ Marlboro Cooking wun) 

_ Marlboro Racing - off-site 

_ Marlboro Dance Events («tos) 

_ Marlboro Bar Nights w<m 

_ Marlboro Bar-Resorts 

_ Marlboro Racing - on-site (mkw 


Envelope Number: _ 

# Of Cards In Envelope: _ 

Check One: _English Version or _Hispanic Version 

We ek Ending (Sunday): - 

Event Name: ____ 

Event Date(s): _ 

LocationlCitv. State): -- 

Brand; - 

SUPERVISOR APPROVAL _ 

PLEASE SIGN 

White copy: Enclose in envelope to keying vendor. 

Canary copy: Angelique Tober / Leo Burnett ! 35 W. Wacker / 14th Floor / Chicago, 1L 60601- 
Pink copy: Market Manager retains for log report. 

Gold copy: Receipt for site coordinator. 


POS # 83656 - 1/97 


Source: https://www.industrydocuments.ucsf.edu/docs/ghpx0003 
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This weekly form tracks the number of survey cards (not sweepstakes entries) sent in the 
BREs, it works hand in hand with the Event Card Count Sheet. Each BRE has a tracking 
number that can be found on the lower portion of the front of the envelope. This form should 
be faxed to Robin Browning at (606) 878-5470 at the end of each week, attached to the pink 
event card count sheets and then included in your weekly paperwork. Keep a copy of this 
foim for your records. 


• Fax to Robin Browning 

* Submit with weekly paperwork 


Nj 

o 

-vf 

4* 

05 

-nI 

o 

o 

cn 

The Affinity Management Group, inc./Chicago 


Source: https://www.industrydocuments.ucsf.edu/docs/ghpx0003 




outbound log 

SURVEY TRACKING FORM 


BRE # NUMBERS OF 
SURVEYS 
ENCLOSED 


LOCATION 



90919H2.0Z 



EVENT 

TITLE 


Bar Night 


Bar Night 


Bar Night 


Bar Night 


Bar Night 


Bar Night 


Bar Night 


Bar Night 


Bar Night 


Bar Night 


Bar Night 


Bar Night 


Bar Night 


Bar Night 


Bar Night 


DATE 

MAILED 


FOR OFFICIAL USE ONLY 
NUMBER OF SURVEYS 



Fax form weekly to Robin Browning at (606) 878-5470. Retain the original. 


Source: https://www.industrydocuments.ucsf.edu/docs/ghpx0003 
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Expense Report 


To be reimbursed for aii legitimate expenses, you must submit your expense report and 
original receipts to your Region Manager with your regular paperwork on a weekly basis. In 
addition, two (2) copies of the expense report and receipts must be included. Original 
receipts for each itemized expense should be taped to an 8 1/2 x 11 piece of white paper in 
order. Phone charges pertaining to program activity should be highlighted on your itemized 
phone bill and submitted with receipts. Always keep an additional copy of the expense report 
and receipts for your own records. 

If you are unsure about how to list an expense, check with your Region Manager. Write 
dearly and legibly. Always use a calculator and check your work as mistakes in your 
expense report can lead to delays in processing and payment. You will be reimbursed within 
30 days of arrival/approval at Affinity via regular mail. 

• Submit every other week with paperwork 


The Affinity Management Group, Inc/Cbicago 
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1998 Mariboro Bar Program 


Expense Report - Promotion Manager 
Manage r:_ 


PM 



The Affinity Management Group, IncJChicago 
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[FedEx Procedure 


Weekly paperwork should be submitted to your Region Manger via Federal Express. Upon 
arrival in your market, please pick up approximately 50 FedEx Letter cardboard envelopes to 
use for shipping paperwork throughout the program. These materials can be found at a 
Federal Express office or a shipping facility such as Mail Boxes, Etc. Affinity will provide you 
with approximately 50 pre-printed FedEx airbills. 

To send a package FedEx, fill in all appropriate information on the airbill, including the date 
and your name and the recipient's name, phone and address. Check the "Bill Sender FedEx 
account number" in the Payment section of the airbill, and check the FedEx Letter box under 
Standard Overnight in the services section. Remove the top copy and keep it for package 
tracking purposes (the top copy does not need to be submitted to Affinity). Lastly, slip the 
airbill in the plastic pouch and place it in a FedEx drop box. 


ro 

o 

-a, 

■ti 

o> 

cn 

o 

to 


The Affinity Management Group, inc./Chicago 
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[Talent Agency Agreement 

This form outlines the exact terms of the business relationship between the local modeling 
agency and Affinity. This should be discussed, fully understood and executed prior to the 
start of the promotion. Submit this form to your Region Manager immediately after execution 
if your GMM has not already done so. 


• Submit immediately after execution. 



The Affinity Management Group, Inc./Chicago 
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THE AFFINITY MANAGEMENT GROUP, INC. ■ 
TALENT AGENCY AGREEMENT - MERCHANDISERS 
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THIS TALENT AGENCY AGREEMENT, is made and entered into this_day of_, 199_, by and 

between THE AFFINITY MANAGEMENT GROUP, INC,, an Illinois corporation ("AFFINITY"), and 
_______("Agency"). 

1. Engagement . AFFINITY hereby engages Agency and Agency hereby accepts such engagement to provide 

merchandisers (collectively the "Talent") to AFFINITY for the 

_;___Program. 

2. Agency Fee , AFFINITY shall pay to the Agency as compensation S _per hour for the 

services to be provided by the Talent hired by the Agency (the "Agency Fee"). Agency is solely responsible for paying ail 
expenses incurred by Agency, including all Talent compensation and related expenses, and for withholding, paying and/or 
submitting to appropriate governmental authorities all applicable employment taxes. 

3. Payment of Agency Fee , Prior to Agency receiving payment of any Agency Fee, Agency must submit to 
AFFINITY weekly summary reports (Monday through Sunday) ("Weekly Summary Reports") which include the following 
information: 

(a) Schedule of services provided, including the name of each individual service provider, the hours 
worked and such other information reasonably requested by AFFINITY; 

(b) Total amount due to Agency; and 

(c) Certification that the Agency's worker's compensation insurance as set forth in Paragraph 6 
remains current and in full force and effect. 

AFFINITY will pay Agency its Agency Fee within 30 days after Affinity’s receipt of each Weekly Summary Report. Agency 
agrees to pay Talent within 2 business days after receipt of payment from AFFINITY. 

A. Minimum Talent Compensation . In order to provide AFFINITY with quality Talent, Agency agrees to pay the 
Talent not less than $__per hour. 

5 - Agency's Relationship With Talent , (a) Agency hereby represents and warrants that the Talent provided to 
AFFINITY are not and will not be employees of AFFINITY to any extent or for any purpose whatsoever. The Agency shall 
direct the Talent to perform services in accordance with the Merchandiser Operations Manual (the "Manual") and to report 
directly to the Agency or the supervisors hired by the Agency as the case may be. Agency agrees to provide ail Talent with 
a copy of the Manual and will cause all Talent to execute a Talent Certification, in the form as set forth on Exhibit A attached 
hereto, certifying that the Talent will comply with the provisions of the Manual and provide AFFINITY with certain 
indemnifications. 

6. Worker's Compensation . Agency will carry and maintain at Agency's sole expense a worker’s compensation 
insurance policy in an amount of not less than $500,000 from a carrier reasonably acceptable to AFFINITY. As a condition 
precedent for AFFINITY paying any Agency Fee, Agency will furnish to AFFINITY a current certificate from such insurance 
carrier showing the date of expiration of such policy, limits of liability thereunder and providing that said insurance is in full 
force and effect. 

7. Indemnity . Agency indemnifies and holds harmless AFFINITY, Philip Morris U.S.A.., Its affiliates and their 
respective officers, employees, directors and agents from all claims, liabilities, costs and expenses, including reasonable 
attorneys' fees that arise from, or may be attributed to (a) the failure to (i) withhold FICA taxes or any federal, state or local 
tax of any kind from the amounts required to be paid to the Agency or any of the Agency's employees or independent 
contractors, including without limitation, the Talent, or (ii) contribute to any unemployment insurance plan or any pension, 
profit sharing or other employee benefit plan, (b) the death or bodily injury of any of the Talent or any other persons, injury 
to any property or other loss or damage resulting from any of Agency's employees or independent contractor's, including 
without limitation, the Talent, alleged or actual negligent acts or omissions (whether or not covered by any insurance) or (c) 
any errors, omissions or fault of the Agency or ariy.of Agency's employees or independent contractors, including without 
limitation, the Talent. 

8- Miscellaneous . The rights and obligations under this Agreement shall not be assigned by the Agency. In the 
event a court of competent jurisdiction adjudicates any one or more of the provisions of this Agreement as invalid, illegal or 
unenforceable in any respect, such invalidity, illegality or unenforceability shall not affect any of other provisions of this 
Agreement, and this Agreement shall be construed as if it had never contained such invalid, illegal or unenforceable 
provision. This Agreement shall be governed by and construed under the laws of the State of Illinois. The parties agree 
that all litigation related to this Agreement shall take place in Cook County, Illinois and each party consents to the 
jurisdiction of the courts located therein and waives any right to transfer the venue of any such litigation. 


The Affinity Management Group, IncJChicago 
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IN WITNESS WHEREOF, the parties hereto have executed this Agreement as of the date first above written. 
AGENCY THE AFFINITY MANAGEMENT GROUP, INC. 


By: 


By: 


Its: 


Its: 


The Affinity Management Group, Inc./Chicago 
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I Field incident Report 


This form is the first step in informing Affinity/Philip Morris USA of all information pertaining to 
any incident that occurs in the field. It is imperative that you fill out the Field Incident Report 
and fax it to Affinity corporate with in 12 hours of an incident. Incidents include vehicle 
accidents, any theft (in the storage units or at a club), employee or consumer injuries or any 
other incident that results from our program execution. When filling out this form please try 
to be as comprehensive and accurate as possible. 



The Affinity Management Group, tncJChicago 
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Field Incident Report 
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Reporting Manager: _ 

Title: _ 

Market: _ 

Report Date/Time: ___ 

Type of Incident: □ Vehicle Accident □ Theft □ Employee/Consumer Injury 
□ Other 


Incident Date: _ 

Incident Time: _ 

Incident Location: 


Incident Specifics: 


Follow-Up Procedures: 


IV 

O 

■>1 

-fit 

o> 

"4 

O) 


AFFINITYUSE ONLY_ 

Date/Time of Notification: _ (Due to PM USA within 24 hours of incident) 

Contact(s) Notified/PM USA__ 


Authorized/Affinity: 


The Affinity Management Group, Inc./Chicago 
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Certificate Of Training 


Included in your market packet is a copy of the Certificate of Training. This form must be 
read, signed and returned after you have completed training. 


The Affinity Management Group, Inc./Chicago 


Source: https://www.industrydocuments.ucsf.edu/docs/ghpx0003 
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MANUAL FOR THE DISTRIBUTION 
OF MARLBORO BRANDED MERCHANDISE 


Instruction} for Promoter 

All points in this manual must b« reviewed with individuals involved in the sale or distributors of 
Marlboro Merchandise ("Distributors") and a copy given to each. 

Distributors must sign the attached certificate, indieating that they have been told of distribution 
restrictions and understand that they are subject to immediate dismissal if they knowingly violate 
these restrictions. 

Be sure to monitor distributors to ensure their compliance with distribution guidelines and 
restrictions. It is your responsibility to dismiss any distributor who, in your judgment, knowingly 
violates these restrictions. 

Instructions for distributors 

Selling or Distributing to the Consumer 

• Determine whether he or she is a smoker and 21 years of age or older. If so, ofler 
the branded merchandise. 

You will not have time to: 

• Stop and talk about Marlboro cigarettes. 

• Debate or argue the issue of cigarette smoking and health. 

• If a negative statement attacking you or the cigarette industry is made, die following 
response is suggested: 

"I regret that you feel that way. Thank you," 

OR 

"I’m not sufficiently qualified to comment on that issue. Thank you." 


Source: https://www.industrydocuments.ucsf.edu/docs/ghpx0003 
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RESTRICTIONS ON DISTRIBUTION 

You are required to observe certain distribution restrictions developed by Philip Morris to maintain 
die good community relations our brands and people enjoy. Please review this important 
information carefully. 

You must sign the Certificate on the last page of this manual, indicating that you understand and 
agree to the following restrictions: 

• Diarifrute Marlboro Merchandise on ly.to smokers who are 21 years of aae or 
alsfet, If a young looking person requests an item, refuse with the explanation that 
the merchandise cannot be given or sold to persons under 21 years of age. If the 
person states that he is 21 or older, you must verify that by a airing to see 
identification with proof of age. 

• Do not distribute Marlboro Merchandise to non-smokers. Branded merchandise is 
intended only for smokers. 

• Distribution of merchandise should be conducted only by authorized persons. 

Take care of your merchandise. Store it in secure places both on and off the job to 
avoid inadvertent distribution. 

• Circumstance preventing distribution from being conducted consistent with the 
provisions of this manual should be stopped until such circumstances abate. 

Please comply with the important guidelines in this manual to ensure the success of the 

program. 



Source: https://www.industrydocuments.ucsf.edu/docs/ghpx0003 



CERTIFICATION 


This certifies that I have been instructed by representatives of Philip Morris USA, or their 
designated distributing agency, on branded merchandise distribution guidelines and restrictions. 

I will offer branded merchandise only to smokers who are 21 years of age or older, and I will 
follow all other distribution guidelines and restrictions. 

I recognize that I am subject to immediate dismissal if I offer branded merchandise to any smoker 
who is not 21 yean of age of older, or if I violate any distribution restrictions. 


Signature 


Date 



oo 


Source: https://www.industrydocuments.ucsf.edu/docs/ghpx0003 
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Also included in your market packet is a copy of the Materials Agreement. This must be read, 
signed and returned after training. 


N> 


77io Affinity Management Group, lnc./Chicago 


Source: https://www.industrydocuments.ucsf.edu/docs/ghpx0003 
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MARLBORO 
BAR NIGHT PROGRAM 

MATEB»4L$ AGREEMENT 


This certified that I understand that all program materials are property of Philip 
Morris U.S.A.. These materials include, but are not limited to, the Incentive 
items, uniforms, vehicles, training manual, and any other Items pertaining to the 
program that are distributed or purchased by Philip Morris U.S.A. or 
Entertainment Marketing, Inc., 

I recognize that any misuse or improper distribution of any program materials 
may result in my immediate dismissal. This includes any distribution of incentive 
items to anyone who is not a smoker, 21 years of age or older. 

Should my assignment be terminated for any reason, I will return all of the 
program materials and/or supplies within five (5) calendar days following my last 
day of work. Failure on my part to return such Items will grant Entertainment 
Marketing, Inc. the legal right to withhold my final payroll check or other monies 
which may be due and payable to me until such items are returned In good order 
(normal wear and tear accepted). 


SIGNATURE 


OATE 
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| VII. PROMOTIONAL VEHICLES - EVENT TRUCKS 
[Operation Policies 


Philip Morris vehicles should be operated within the confines of the law at all times. This 
includes driving the speed limit at all times. Seat belts should be worn and doors should be 
locked during operation. While the Promotional Trucks are in motion no one should be in the 
truck bed or on any other exterior part of the truck. No unauthorized personnel should 
operate or occupy any Philip Morris vehicle. Use common sense and always maintain a 
"safety first” attitude. 

Driving Records (DMV reports) will be obtained by for any Affinity employee operating a 
Philip Morris vehicle. Each DMV report, covering the last three (3) years, must show zero (0) 
DUI’s/DWI’s and no more than three (3) moving violations. Any Affinity employee that has a 
driving report that does not meet these requirements will be forbidden to operate any Philip 
Morris Vehicle. 

Affinity is not responsible for any moving violations or parking tickets incurred as a result of 
Philip Morris Vehicle usage. Any driver who incurs a violation is responsible for payment of 
any and all fines resulting from that violation. Promotion Managers are ultimately responsible 
for full payment of all fines incurred any Philip Morris vehicle in their market. Affinity will 
conduct DMV checks on all Philip Morris vehicles at the conclusion of the program. Any 
outstanding fines will be withheld from the Promotion Managers final fee payment. 

Philip Morris vehicles are not intended for personal use. Under no circumstances are these 
vehicles to be used for reasons other than those related to program. Remember that these 
highly visible vehicles are representing our client. Please operate them with respect at all 
times. 

The interior, as well as the exterior (including truck bed), of all Philip Morris Vehicles should 
be kept clean at all times. Keep all personal items stowed under or behind the seat. Affinity 
is not responsible for any items lost or stolen from Philip Morris Vehicles. 

The GE Capital Fleet Maintenance program covers Philip Morris vehicles. GE Capital Fleet 
Maintenance Driver's Guides are provided for each van/truck and each guide should be kept 
in the glove compartment. This guide provides detailed information on recommended 
scheduled maintenance, authorized vendors and a checklist detailing information that should 
be obtained if you are involved in an accident. Most major non-scheduled maintenance 
should be done at an authorized Chevrolet dealer. There is a $500 limit for non-dealer 
scheduled service and repairs. This will be billed directly to Philip Morris USA directly. With 
this Fleet Maintenance plan, along with dealer warranties, you should not have to pay out-of- 
pocket expenses for any service on Philip Morris vehicles. 

Promotion Managers must have an extra set of keys for all Philip Morris vehicles. Please 
note that the trucks are equipped with an alarm system. An alarm instruction manual can be 
found in the truck’s glove compartment. Please review this manual thoroughly before 
operation. 


The Affinity Management Group, IncJChicego 
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[vehicle Accident Procedure 


In the event of an accident involving a Philip Morris vehicle, please observe the following 
procedures: 

1) Report an accident when there is: 

• Collision of any kind. 

• Injury to you or any other person. 

• Damage to the truck, including vandalism. 

2) In the event of an accident: (Not all directions apply to all situations) 

• Stop, stay calm, and do not argue or admit liability. 

• Notify your Manager. 

• Do not sign any statements, releases or waivers. Do not discuss the 
accident with anyone other than the police, your Manager or a 
representative of our insurance company (Kemper Insurance). 

• Protect the scene. 

• Help anyone who is injured, but avoid moving them. Call for medical help. 

• Contact the police. Provide details to the police and obtain copies of reports. 

Get the name and badge number of the officer taking the report. 

• Familiarize yourself with the accident scene and the surrounding areas. Note 
such things as street names, traffic signs and signals, obstructions, weather 
conditions and exact time and date. 

. Obtain the other driver($)’s name, address, phone numbers, license plate 
number, driver’s license number, vehicle make and model, and insurance 
information (company name and policy number). 

• Give information as detailed above to other driver. 

• Obtain names and addresses of witnesses. 

• Report the accident to GE Capital Fleet Services within 24 hours at 
(800) 231-1044 (24 hours a day). 

• If there is a fatality, serious injury or severe property damage, notify Kemper 
Insurance immediately at (800) 7KEMPER. 

• Fill out the ACCORD accident report form, retain a copy and mail copies to: 


GE Capital Fleet Accident Services 
PO Box 16063 
Minneapolis, MN 55416 

Affinity/Chicago 


Philip Morris Fleet Mgmt. Dept. 
120 Park Avenue 
New York, NY 10017 


3) Drug and alcohol testing: 

• You must submit to a drug and alcohol test within 24 hours of any accident 

• At collection facility, execute the necessary consent forms and provide urine 
and/or blood samples as requested. 

• Failure to comply will result in immediate termination. 


The Affinity Management Group, Inc./Chicago 
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VM. STORAGE LOCATIONS - PROMOTION MANAGER 



Market 

Address/Phone 

Unit# 


Atlanta 

Public Storage 

1795 Cobb Parkway 
Marietta, GA 30062 
(404} 955-6132 

C60, FI 8, F22, F24, 
F44 


Austin 

Public Storage 

2301 E. Ben White 

Austin, TX 78741 
(512)441-7269 

F76, F80, F86 
+1 Unit 


Baltimore/Washington P.C. 

Public Storage 

7 Wever Road 

Baltimore, MD 21236 
(410)665-1422 

F41, F44, H43, ill, 
112, 119, 126, 127, 
H22, H44, H56 
+1 Unit 

• 

Boston 

Public Storage 

195 Ward Street 

Revere, MA 02151 
(617) 284-0890 

67, 70, 128, 10 


Buffalo 

Public Storage 

3671 Sheridan Drive 
Amherst, NY 14226-1702 
(716) 835-8889 

C30, D71, D67 
+1 Unit 


Charlotte 

Morningstar Mini-Storage 
3710 Monroe Road 
Charlotte, NC 28295 
(704) 372-7677 

C51 
+1 Unit 


Chicago 

Gold Coast Storage 

1015 North Halsted 
Chicago, IL 60622 
(312) 787-0001 

31, 32, 34, 6 
+2 Units 

• 

Chicago 

Metro Self Storage 

1235 S. Highlnader 
Lombard, IL 60148 
(630) 620-7471 

3 Units 


The Affinity Management Group, InsJChkago 
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Market 

Address/Phone 

Unit# 

Cleveland 

Public Storage 

2250 West 117the Street 
Cleveland, OH 44111 
(216) 251-3118 

E11S, E128, E130, 

C23 

Columbus 

Public Storage 

786 Kinnear Road 
Columbus, OH 43212 
(614) 487-0786 

A59, F55, F65, F69 

Dallas 

Public Storage 

9110 Marksville Drive 
Dallas, TX 75243 
(214) 669-8881 

B28, B29, B30, C38, 
D29 

Denver 

Public Storage 

680 Sheridan Blvd. 

Denver, CO 80214 
(303) 571-4534 

D2410, D2411, 

D2412, D2214 

Detroit 

Shurgard Storage 

322 E. Maple Road 

Troy, Ml 48084 
(810) 585-9010 

325, 112 
+1 Unit 

Houston 

Public Storage 

3703 Westheimer Blvd. 
Houston, TX 77027 
(713) 623-4024 

D6, D9, D10, D18 

Indianapolis 

Shurgard Storage 

6429 North Keystone Ave. 
Indianapolis, IN 46220 
(317) 253-6630 

151,498, 502, 500 

Jacksonville 

Public Storage 

8523 Baymeadows Rd. 
Jacksonville, FL 32256 
(813) 522-1357 

B1,C6, B4, J20 

Kansas City 

Storage Trust 

6560 Foxridge Drive 
Mission, KS 66202 
(913) 384-3696 

L14, LI 5, L16 
+1 Unit 


The Affinity Management Group, IncJChicago 
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Market 


Los Angeles 


Memphis 


Miami 


Milwaukee 


Minneapolis 


Nashville 


New Orleans 


New York 


Address/Phone 


Public Storage 
8512 National Blvd. 

Culver City, CA 90232 
(310) 839-1627 

Bartlett Self-Storage 
2699 Union Ave. Extended 
Memphis, TN 38112 
(901)452-7073 

Public Storage 
2001 SW 70 th Ave. 

Davie, FL 33317 
(954) 370-9863 

Public Storage 
535 South 84 m Street 
Milwaukee, Wl 53214 
(414) 475-7667 

Superlock Self Storage 
14541 Glenda Drive 
Apple Valley, MN 55124 
(612) 432-5552 

Public Storage 
3125 Dickerson Pike 
Nashville, TN 37207 
(614) 228-0503 

Fountainbleau Storage 
4040 Tulane Avenue 
New Orleans, LA 70119 
(504) 486-2227 

Moishe’s Self-Storage 
8-33 40 th Avenue 
Long Island, NY 11101 
(718) 786-0972 


The Affinity Management Group, IncJChioago 


Unit# 


B5, B6, B10, B19 
+1 Unit 


125, 126, 127 
+1 Unit 


F4, F5, F6, F8 
+1 Unit 


E3, E9, Ell, E12 


1613, 2604, 2610 
+1 Unit 


A69, A72, A73, C42 


3 Parking Spaces, 
159 


6 units 
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Market Address/Phone Unit# 


New York 

Storage USA 

789 Broadway 

Hicksville, NY 11801 
(516) 827-0996 

3 units 

New York 

Fort Knox Mini Storage 

I960 Veterans Hwy 

Islandia, NY 11722 
(516) 582-9778 

3 units 

Philadelphia 

Shurgard Storage 

7000 Lindbergh 

Philadelphia, PA 19153 
(215) 365-1110 

346, 1007, 1017, 31 

Phoenix 

Shurgard Storage 

6767 W. Chandler Blvd. 
Chandler, AZ 85226 
(602) 961-1985 

838, 839, 840, 841 

Pittsburgh 

E-Z Mini Storage 

810 Trumbull Drive 
Pittsburgh, PA 15205 

3051, 4048, 4052 
+1 Unit 

Portland 

Public Storage 

7095 McEwan 

Lake Oswego, OR 97035 
(503) 639-8811 

822, 824, 825, 837 

Raleigh/Durham 

Ample Storage 

1803 Capitol Blvd. 

Raleigh, NC 27604 
(919) 755-6358 

53, 54, 120, 67 

Richmond/Norfolk 

Public Storage 

448 S. Independence Blvd. 
Virginia Beach, VA 23452 
(757) 497-2456 

F28, F81 

San Antonio 

Shurgard Storage 

7234 Blanco Road 

San Antonio, TX 78216 
(210) 349-7955 

101, 502, 570 
+1 Unit 
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Market 


San Diego 


San Francisco 


Seattle 


St Louis 


Tampa 


Address/Phone 


Public Storage 
5175 Pacific Hwy. 

San Diego, CA 92110 
(619) 299-8853 

Shurgard Storage 
1050 King Drive 
Daly City, CA 94015 
(415) 878-9866 


Shurgard of Kennydale 
1755 Northeast 48* Street 
Renton, WA 98056 
(425) 255-3719 

Shurgard Storage 
8524 Manchester Road 
Brentwood, MO 63144 
(314) 968- 

Public Storage 
Dale Mabry Highway 
Tampa, FL 33614 
(813) 886-5895 


The Affinity Management Group, tncJChicago 


Unit# 


B114, C6, C414 


1007, 1013, 1019, 27 


25, 41, 92,100, 130, 
132, 136, 140, 142 


23, 25, 325 
+1 Unit 


C90, D117, D121, 
D140 
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^. MANAGEMENT CONTACTS 1 


Affinity 


The Affinity Management Group, Inc./EMI 
350 West Hubbard Street 
Suite 430 

Chicago, IL 60610 
(800) 644-0698 Phone 
(312) 644-0600 Phone 
(312) 644-3042 FAX 

Christopher Ferraro 
President 

Phil Nobel 

National Program Director 
Erin Delaney 

Media/Marketing Coordinator 

Stephanie Wysocki 
Logistics Coordinator 

Steve Fielding 

Inventory/Assets Coordinator 
Melissa Glick 

Administrative Coordinator 


Music/Entertainment 

Cid Stanford 

Vice President of Marketing/Director of Entertainment 

Extension 231 

Kara Kane 

National Manager Music 

Extension 255 

Pager (800) 609-8716 

Anne Ragoschke 

National Manager Music 

Extension 243 

Pager (800) 961-8428 

Garnett Cailis 

Music Coordinator 

Extension 224 

Amy Landsman 

Music Coordinator 

Extension 252 

Dave Kriegel 

Entertainment Manager 

Extension 258 

Pager (800) 504-7842 


Extension 225 
Pager (800) 504-6106 

Extension 226 
Pager (800) 504-5940 

Extension 249 
Pager (888) 545-1389 

Extension 247 

Extension 263 

Extension 239 
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Issue Reference Guide 


Questions and strategies within your markets should generally be directed to your Region 
Managers. If you need to contact Affinity in Chicago with questions, you should direct your 
questions as follows: 

Quiestion/lssue Contact/Extension 


Salary 

Promotion Execution 
Club Additions - Approval 
Paychecks 

Value Added Program - Submission/Approva! Forms/Checks 
Computers 

Merchandiser Payroll Requests and Timesheets 
Expense Reports/Reimbursements 
Storage Locations/Payments/Changes 
Agency Billing 

Topline Report - Monthly and Weekly 
DMV/Drug Results for Merchandisers 
Bar Contracts (other than legal questions) 

Insurance and occupancy certificates 

Club Additions/Deletions/Information Changes 

Updates on Personal Address/Phone 

Advertising 

Pagers 

Business Cards 
Wall Graphics 

Competitive Market Updates 
Club Database Maintenance 
Music - "Primary" 

Music - "Secondary" 

Inventory/Asset Ordering and Shipping 

Vehicle Registration 

Magic/Illusion 


Phil x 226 

Phil x 226 

Phil x 226 

Janet x 242 

Rachel x 244 

Garnett x 224 

Rachel x 244 

Rachel x 244 

Rachel x 244 

Rachel x 244 

Stephanie x 247 

Stephanie x 247 

Stephanie x 247 

Stephanie x 247 

Stephanie x 247 

Erin x 249 

Erin x 249 

Erin x 249 

Erin x 249 

Erin x 249 

Erin x 249 

Melissa x 239 

Kara x 255 or Amy x 252 

Anne x 243 or Melissa x 239 

Steve x 263 

Dave x 258 

Dave x 258 


Arty other issues should be routed through your Region Managers. 
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Region Managers 

1 r 

*00-“ / 
C'lf. ■ rn 



«nn 

Lisa Kelley 

Ph: 972-359-8781 


South Region Manager 

Pager 800-505-3682 
' / ' Fax 972-359-8782 

ii - 


Office. Voice Mailbox: 

272 

Donn Wiese 

Ph: 714-387-1200 


West Region Manager 

• '• Pager (800) 980-1029 

Fax 714-387-1202 


■ Office Voice Mailbox: 

273 

Scott Melanson 

Ph: 212-360-0417 


North East Region Manager 

Pager 800-901-1466 
Fax 212-360-0418 



Office Voice Mailbox: 

271 

Tom Kelley 

Ph: 813-961-9459 


South East Region Manager 

Pager 800-985-7137 
Fax 813-968-2414 



Office Voice Mailbox: 

274 

TBD 

Pager 800-916-5181 


Midwest Region Manager 

Office Voice Mailbox: 

270 


[ market contacts 


Market 

GMM 

Number 

PM 

Number 

Atlanta 

Jim Welch 

800-573-7456 

Jeannine Doerfler 

800-818-2140 

Austin 

Fred Maurer 

800-936-3459 

Cannon Palmer 

800-910-9235 

E3altimore/DC 

Brian Abbott 

800-807-2156 

Annamarie Staab 

800-905-5718 

Baltimore/DC 

Jim DeSantis 

800-505-8485 

Eric Supensky 

800-905-8248 

Baitimore/DC 



Erika Brandau 

800-905-9262 

Boston 

John Havanidis 

800-670-0675 

Kristine Maguire 

800-905-6540 

Buffalo 

Peter Sullivan 

800-505-3603 

Kimberly Poynton 

800-505-3644 

Charlotte 

Erica Jensen 

800-604-6447 

Craig Jensen 

800-818-2151 

Chicago 

Kim Fielding 

800-963-1834 

Koran Liie 

800-617-1345 

Chicago 

Kim Fielding 

800-963-1834 

Tricia Garrett 

800-617-5012 

Chicago 

Kim Fielding 

800-963-1834 

Rachael Kozlowski 

800-973-4060 

Cleveland 

Steve Dobo 

800-504-4146 

TBD 

800-905-9318 

Columbus 

Jeremy Johnson 

800-928-4065 

Deborah Vrobel 

800-617-5348 

Dallas 

Amy Orrick 

800-928-8343 

Heidi Mansoori 

800-961-7328 

Denver 

Karen Latch 

800-978-3874 

TBD 

800-905-6332 

Detroit 

Allen Lynch 

800-819-7328 

Randall Lynch 

800-656-7096 

Houston 

Rhonda McDonald 

800-931-0603 

Jennifer Sciba 

800-905-9566 

Houston 

Rhonda McDonald 

800-931-0603 

Thomas Flores 

800-905-9579 

Houston 

Rhonda McDonald 

800-931-0603 

Danny Martin 

800-910-0778 

Indianapolis 

Jamie Graves 

800-807-2154 

Joe Gamer 

800-670-0743 
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Market 

GMM 

Number 

PM 

Jacksonville 

Suzanne Kemmerer 

800-604-6437 

Dale Tullis 

Kansas City 

David McBee 

800-796-8185 

Paul Yancey 

Los Angeles 

Dan Machanik 

800-739-0313 

Elizabeth Coffey 

Los Angeles 

Dave Schiesser 

800-417-6550 

- 

Memphis 

Angie Todd 

800-216-3161 

Karin Thompson 

Miami 

Milwaukee 

Minneapolis 

Lance Ramsay 

Susan Hardtke 

Heidi Nelson 

800-504-8761 
800-928-5987“’ 
800-931-4642' 

Richard Stone 

non!%J® Pappas’ 1 ; 
Eric Nelson 

Nashville 

Kevin Marks 

800-785-7145" 

Rich a T rd'pa rm ohray r 

New Orleans 

Jim Kisselburg 

800-980-2134 ’’ 

1 ,!t, ‘BriclgeVChance" ,! 

New York 

Liz Mavian 

800-504-7614 

La Tanya Jones 

New York 

Liz Mavian ,re 

800-504-7614^ 

m (. Diane Phillips 

New York 

Liz Mavian 

800-504-7614 

' George Hresko 

New York 

Liz Mavian 

800-504-7614 

TBD 

Philadelphia 

Steven Moldovanyi 

800-593-5288 

TBD 

Phoenix/Tucson 

Kathi Lese 

800-514-1229 

Robbie Everage 

Pittsburgh 

Julie Wallace 

800-719-4704 

Daryl Nemeth 

Portland 

Tom Rye 

800-459-6994 

Kerri Palmer 

Raleigh/Durham 

Thomas Sprouse 

800-505-7336 

Michael Doherty 

Richmond/Norfolk 

Lance Orndorff 

800-505-1757 

John Stover 

San Antonio 

Gina Koubek 

800-719-8557 

Stacey Elliot 

San Diego 

David Hall 

800-985-8165 

Marcie Criscenti 

San Fran/San Jose 

Beth Ward 

800-481-93-98 

TBD 

Seattle 

Cass Stewart 

800-791-4984 

Jenny Turner 

Seattle 

Cass Stewart 

800-791-4984 

Chandler Wilson 

Seattle 

Cass Stewart 

800-791-4984 

Ayesha Turner 

St. Louis 

Jeff Kaznica 

800-505-6333 

Sue Kaznica 

Tampa/Orlando 

Gary Linda 

800-417-6551 

Cindy Dupuis 




Number 

800-905-2165 

800-670-0610 

800-905-1544 

.800-973-3143 

■'800-905-2176 

S00-670-0910 

100-670-1536 


r “ 800-910-6249 
800-905-9671 
f J 800-905-9724 
800-905-1446 
800-905-2967 
800-905-5716 
800-507-6705 
800-905-9425 
800-910-7108 
800-905-2183 
800-905-5957 
800-910-0801 
800-905-1554 
800-905-6012 
800-818-2107 
800-905-6123 
800-670-3194 
800-670-1353 
800-973-4166 


Nj 

o 

■M 
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IX. HAZARDOUS MATERIALS TRAINING 


Within the United States "hazardous materials" are defined and regulated by the Department 
of Transportation (USDOT). The requirements for safe transportation and handling of 
hazardous materials are found in Title 49, Code of Federal Regulations, usually referred to 
as 49 CFR. The Code must be followed for packing, handling, and transporting these 
materials, for marking and labeling packages, and for placarding transport units to 
communicate hazards. Training requirements have recently been added to these 
regulations, and due to the combustible nature of several of the items used in this program, 
each Promotion Manager must understand and be tested on these Federal Regulations. He 
or she is also responsible for testing each and every merchandiser on the team, whether 
they be part or full time. The information found in your manager packet details everything 
you will need to know as a Promotion Manager in the areas of handling, shipping, and 
transporting hazardous materials. 
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